



































INSULITE Leadership te Soveunedl 


Survey Shows More builders prefer INSULITE, 
than any other brand of Insulating Sheathing 









'Y save $1699 on evely job 


by using Bildrite Sheathing!" 


A leading Syracuse builder for 31 years 
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Better sheathing jobs at a lower cost that's wh 
‘more builders prefer INSULITE BILDRITE SHEATHING. 


Here's how John Tarolli, veteran Syracuse builder, explains it: 
“Gentlemen: 


I use Insulite Bildrite Sheathing because it’s the best on the market. 
4-foot Bildrite has far greater bracing strength than horizontally- 


applied wood sheathing—and also saves me $169.00 on every house 
I build. 


I know from experience that Bildrite isn’t harmed by long exposure 
to the weather. It’s asphalt-treated throughout for greater moisture 
resistance, and therefore doesn’t warp, swell, or buckle. 


Yours very truly, 


JOHN TAROLLI 
Syracuse, New York”’ 


BIG PROFITS FOR DEALERS: 


INSULITE’S tremendous acceptance among builders everywhere is bringing greater profits 
to dealers throughout the country. Are you profiting from INSULITE’S product leadership 
and sound, reliable sales policies? See your INSULITE wholesale distributor, or just drop 
us a card, 
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INSULITE DIVISION 


MINNEAPOLIS 2 
MINNESOTA AND ONTARIO PAPER COMPANY 


MINNESOTA 
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1—Organization of an integrated and articulate construction industry 
which will provide more and better building products to consumers at 
lower real costs with fair wages and profits to all who serve in the in- 


dustry. 


2—Coordination of all production, marketing, research and 


professional activities concerned with the development, sale, and delivery 
to the consumer of building products—including the functions of the 
manufacturer, wholesaler, retailer, architect, realtor, contractor, me- 


chanic, financier, association official and public servant. 


3—Identifica- 


tion of the building products merchant as a central headquarters for the 


industry’s consumer selling activities in the local community. 


4—Per- 


petuation of the American ideal of a free people as the basis of a more 


abundant and meaningful life for all. 


Editors. 


5—Informative, educational and 
merchandising-minded journalism and service toward these ends. 
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diggest and best buy it 
portable saw history 





BEST BUY 
For Homeowners! 
At last, an all-purpose 
8%” saw with all the 
power and capacity of the 
most expensive profes- 





sional saws... at a price 
the homeowner can afford 
to pay. 

BEST BUY 


For Carpenters! 


At just $77.50, carpen- 
ters, contractors and 
builders get more saw for 
the money than ever be- 
fore! Actually outper- 
forms saws costing far 





more. 


BEST BUY, 
For Farmers! 


Just watch your farm 
trade go for this out- 
standing value. Big 
enough, powerful enough 
for any farm construction 
or repair needs. 





BEST BUY 
For Repairmen! 


Greater cutting depth 
and ability to outwork 
and outperform other 
saws makes this big, 8% ” 
saw a natural for repair, 
maintenance and handy- 
man trade. 





Compare These Features 
With Those of Saws Costing Many Times More! 


Adjusts vertically for depth of cut from 1/16” to 2%”. Cuts 24%” at 
45° bevel. Cuts lumber, metal, stone, compositions. Cuts 3” dressed 
lumber. Cuts 2” rough lumber at 45° bevel. Foot on both sides of blade 
permits cutting lumber from either end. Sighting window makes follow- 
ing line of cut easy. Automatic telescoping blade guard shields blade 
when not cutting. Safety trigger switch. Speed, 5000 r.p.m. Standard 
voltage, 115. Furnished for 220 volts on special order. Overall length, 
12%”. Weighs just 13% Ibs. 


SKIL Home Shop Tools 
sell easier and faster 
in their attractive 
self-display cartons. 




















Tie In With SKIL 


“How To Do It” Campaign 
For More 
Fall and Christmas Sales! 


SKIL advertising for 1951 has 
broken all records for coupon re- 
turns! Every coupon represents a 
prospect. Every coupon is turned 
over to a dealer. You can tie in with 
this advertising that runs in the 
Saturday Evening Post, Better 
Homes and Gardens and other 
national magazines. Contact your 
SKIL wholesaler for details. It will 
pay off in more sales! 
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WASHINGTON REPORT 





Controlled materials, subject to tonnage restric- 
tions under the self-authorization procedures, 
are proving hard to savvy. 


A dealer, sure enough, doesn’t get troubled very 
much by these rules. He must refuse to accept 
orders from a builder if he has reason to be- 
lieve the customer aims to use the materials 


for purposes of getting funny with the regu- — 


lations. That’s the resurrection of the old hot- 
war commandment. ... The rules are aimed 
chiefly at the builder. 


Anxious contractors probably have been asking 
you questions about items and amounts, under 
the new procedures. Anyway you WILL be 
asked such questions, come Octcber Ist, when 
Direction I to CMP Regulation 6 gets to snort- 
ing earnestly. 


Schedule I of that Direction lists the quantities 
of controlled materials permitted to be used 
in self-authorized construction. So there’s not 
much trouble over the understanding of 
amounts. But there is need for a list of the 
exact controlled-materials items, subject to the 
new formulas; a list spelled out in the lan- 
guage of the building material dealer. 


The NPA, up to this writing, has been reluctant 
about issuing such an official list. Two reasons: 
First, some further changes in the rules are in 
the works. Second, several high officials say 
frankly they don’t know yet just what they 
meant by what they said. No snide insinuations 
intended. The big boys know where they want 
to go; but they haven’t yet mapped all the 
zigs and zags of the route. 


To supply a working chart, Ed Libbey of the 
NRLDA went over Schedule I, Direction I, 
Regulation 6 for the amounts of controlled 
materials permitted in self-authorized con- 
struction. Then he went over Schedule I of 
CMP Regulation I which lists ALL controlled 
materials, broken down by types of production. 
From these sources he fixed up his own table. 


The NPA people went over the Libbey findings. 
For the reasons mentioned above, they were 
not willing to issue the list as official; but 
they did agree that the simplest and most use- 
ful way of handling the stuff was to line up 
all the items that MUST be counted in the 
self-allotted tonnage, and then to lump all the 
rest as uncontrolled items or “B Products.” 


The Libbey list, while not official, does represent, 
as of now, the general agreement of the NPA 
people. . . .So following are the items that DO 
come under the tonnage rules of the self- 
authorizing procedures. Note that the list is 
fairly short. 


Steel: Nails. Reinforcing bars; at present only 
straight bars, but an amendment is in the 
works to include ALL reinforcing bars. Sheet 
metal for flashing and termite shields. All 
pipe and tubing, including running electrical 
conduit. Couplings that come with the pipe 
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‘must be counted; but loose couplings, bought 


separately, are “B Products” and. at present 
are not counted. 


Sheet steel for roofing; at present only flat 
sheets, but an order is coming up that, after 
the first of next year, will classify corrugated 


and V-Crimp roofing and siding as controlled 
materials. 


Structural steel, under self-authorization, is in 
general terms permited only in commercial 
and industrial construction. But the proper 
government agency COULD approve an appli- 
cation for residential construction that would 
allow the use of structural steel. Wire mesh 
is now a “B Product”; but after the first of 
the year it’ll be a controlled material. 


Copper: Tubing and pipe. Flashing and termite 
shields. Electric wiring and cable (copper con- 
tent only). ... Aluminum may be used only 
in industrial construction. 


If you find that an item generally carried by 
building material dealers is NOT included in 
the above list, you’re pretty safe in deciding 
its an uncontrolled product and need not be 
included in the tonnage computation for the 
types of construction permitted under self- 
authorized construction schedules. 


This will be safe, so the Secretary of the NRLDA 
thinks, in at least 95 percent of cases. The five 
percent allowance for error is to cover such 
accidents as a sudden and unpredictable change 
of the official NPA mind. 


Remind your builders that the rules are aimed 
at them. It’s true, as mentioned above, that a 
dealer might intercept a Federal bust in the 
beak if he knowingly sold materials for unwar- 
ranted uses. But in general the rules apply to 
the builder; so he’d best keep accurate records 
of the amounts and kinds of controlled metals 
used in the construction of each house. 


Some builders have the honest but mistaken no- 
tion that nails don’t count in the weighing 
process; that nails and lumber go together like 
ham and eggs and are practically one and the 
same. But for purposes of Direction I, Reg. 6, 
nails DO count. And to miss this fact could 
get the builder introduced to some very tough 
people. 


Used building materials must be counted, pound 
for pound, the same as new materials, by a 
builder operating under the _ self-allotment 
plan. Second-hand steel pipe that’s been lying 
in the back of the shop for years has to be 
weighed in the same as new pipe. Imported 
materials must also be counted. 


Second-hand structural steel can be used in resi- 
dential building up to and through September 
30. So of course can new structural steel. But 
it has to be in place in the building frame by 
that date. After September 30 no structural 
steel can be used in residential building under 
the self-allotment formula. 
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eeoreane's NEW, 9-FOOT DOOR 
_ HAS WON NATIONWIDE POPULARITY 
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New cars as wide as 68 make it a 
tight squeeze getting into 8 openings 


and it's worse if a turn has to be made 
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Strand’s new 9-foot-wide Garage Door 
saves owners money on fender repairs 
for years and years to come 








Strand’s new 9’ x 7’ Door (Receding or 
Canopy type) meets the big need for a 
handsome, durable, low-priced door for 
wider garage openings—to accommo- 
date today’s wider cars! So—it isn’t 
surprising that this door has met imme- 
diate, national acceptance. Builders have 
been quick to see how they can give 
their customers tremendously greater 
value by supplying Strand’s 9’ Door. 

The cost of this larger 9-foot door 
(over a door only 8 feet wide) is negli- 
gible—factory list price is only $7 more. 


Strand’s horizontal lines add new 
beauty to the garage. Rugged new X-type 
steel bracing adds to the great strength 
and rigidity of the one-piece all-steel 
door leaf. Strand doors are galvannealed 
—with a heavy galvanized zinc coat for 


Dept. AL 
Detroit II, 





rust protection—oxidized to provide an 
excellent base for paint; no priming coat 


needed. 


The one-piece door leaf eliminates 
time wasted in field assembly of doors. 
Hardware, too, is factory assembled and 
packaged—and installed with simple 
tools. You save plenty of time on 
installation. 


Strand doors cost you less—the logical 
result of standardizing big volume pro- 
duction. Strand doors are available in 
the following types and sizes: 


8’ x 7’ Receding (track) and Canopy 
9’ x 7’ Receding (track) and Canopy 
16’ x 7’ Receding (track) only. 


Order from your jobber, or mail coupon 
for information and jobber’s name. 


STRAND GARAGE DOOR DIVISION 
Detroit Steel Products Company 

-9, 2244 E. Grand Blvd. 
Michigan 


( Please rush detailed description of the new Strand all-steel 
Garage Door for 9' x 7' openings. 


oO oe send full information about Strand Doors for 8' by 7' and 
x 7' garage openings. 


| am a [) Builder (] Dealer [] Prospective Owner [] Other 
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NEWS BRIEFS 





lowa’s Senator Gillette Commends ALG@BPM Remodeling Program 





—__ 


‘TOM CONNALLY, TEX., CHAIRMAN 
WALTER F. GEORGE, GA. ALEXANDER WILEY, WIS. 
wiEODORE FRANCIS GREEN, R.1. H. ALEXANDER SMITH, N. J. 
BRIEN MC MAHON, CONN, BOURKE B. HICKENLOOPER, IOWA 
}. W. FULBRIGHT, ARK. HENRY CABOT LODGE, JR., MASS. 
JOHN J. SPARKMAN, ALA. CHARLES W. TOBEY; N. H. 
Guy M. GILLETTE, IOWA OWEN BREWSTER, MAINE 


FRANCIS 0, WILCOX, CHIEF OF STAFF 
Cc. C. O’DAY, CLERK 


Wnited Dtates Senate 


COMMITTEE ON FOREIGN RELATIONS 
August 27, 1951 


Mr. Arthur A. Hood, 

Editor, American Lumberman and Building Products Merchandiser, 
139 North Clark Street, 

Chicago 2, Illinois: 


Dear Mr. Hoods 


Home modernization and improvement and the 
maintenance of business structures have always had an important 
place in the plans of Americans. 


At this time, when there is a scarcity of 
labor and of critical materials, all citizens must be especially 
aware of these maintenance factors and their valuee Home shelter 
has always meant family welfare; and in these difficult days it 
helps also to build national morale. The rising level of rents 
is a reminder of housing values and the importance of maintaining 
industrial production and the structures used in handling these 
goods are factors in national defense. Modernization and main- 
tenance of existing buildings can usually be managed with a mini- 
mum use of labor and of critical mterials. 


The American Lumberman & Building Products Mer- 
chandiser is to be commended on the promotion of this campaign. 


Very truly yours, 


Jit 2tale~ 


Guy Me Gillette, 
United States Senator, Iowa 


GMG:r 





The potential long-range demand for houses remains high; 
which of course doesn’t mean a scramble for them this week. But 
official vital statistics show that new families are being formed 
at a rate in excess of the construction of new homes. 


A coincidence, no doubt; but shortly after the President asked 
Congress to strengthen the economics control law, the BLS cost- 
of-living index rose to what the Bureau described as an all-time 
high. The two principal upward-pressure factors were rising 
rents and rising food prices. 


The President asked Congress to take three provisions out 
of the control law; the ban on the cattle slaughtering quotas, the 
Capehart Amendment, and the Herlong Amendment. Three Re- 
publican Senators at once introduced a bill to amend the law as 
the President had requested. Politics on both sides. 


Price trends are not clearly defined. Reports indicate that 
with a few exceptions, mostly local, building materials are gen- 
erally selling below the ceiling rates. On the other hand there 
has been a wide movement, in industry and government, toward 
longer and larger commitments in the buying of basic materials; 
registering a clear guess that prices will advance. 
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Says Nation Is Aware 
of Importance of Field 


The letter reproduced at the 
left points up the vital impor- 
tance to the nation of the re- 
modeling and repair market 
which American Lumberman 
and Building Products Mer- 
chandising has been aggres- 
sively promoting for the past 
three years. 

This campaign is being im- 
plemented this year with the 
introduction of “Home Main- 
tenance and Improvement,” an 
authoritative magazine which 
tells the home owner the best 
materials to use in maintaining 
his home at a high level of 
physical efficiency. The maga- 
zine will be distributed through 
retail lumber dealers. 

With world conditions be- 
coming more unsettled day by 
day, it becomes increasingly 
important for the retail dealer 
to help the nation to keep its 
house in good order. 


Construction Awards 


Construction contracts award- 
ed in the 37 states east of the 
Rockies for the first: seven 
months of 1951 set a new high 
for that period with a total of 
$10,187,939,000, it was stated 
by F. W. Dodge Corporation, 
construction news and market- 
ing specialists. This was 23 
per cent greater than 1950’s 
total, up to this year the high- 
est seven months on record. 
The 1950 figure was $8 billion 
plus. 

Meanwhile total construction 
awards slackened a bit in July 
compared with June. The July 
total of $1,379,830,000 was 
down 2 per cent from the pre- 
vious month, and down 3 per 
cent from July 1950. 

‘For the month of July, non- 
residential awards at $536,533,- 
000 were 3 per cent less than 
June but 10 per cent more than 
July last year. Residential con- 
tracts at $548,144,000 were up 
1 per cent over June but down 
19 per cent from July 1950. 
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561 SOUTH STREET 





Demonstrate also how a standard blade can be 
off-set for scraping close to a vertical surface. Your 
customers will appreciate these practical features. 
They will also appreciate the special FLETCHER 
Blades . . . the extra long blade, and the serrated 
blade for removing paint or varnish and for rough- 
ing a surface. 


Perhaps they don’t know FLETCHER Wood Scrap- 
ers are made in five models and range in size from 
1” to 2Y4”" (blades up to 3”). And if they want a 
real craftsman’s tool they will buy the No. 300 all 
metal wood scraper. There is a FLETCHER model to 
fit every job. 


Ask your jobber about the FLETCHER assortments 
that give you a small but complete stock of all mod- 
els, and also a bonus in profit. You have a choice of 
two assortments. 


,SELL BLADE BOOKS 


and keep customers 
coming back regularly 


FLETCHER Scraper Blades are pack- 
aged in blade books for easy handling, 
easy storage and easy sales. Packaged 
two to four blades per book depend- 
ing on the blade size. 





» FLETCHER 


“10-second 
blade change” 


This is a splendid sales feature. 
strate to your customers how quickly and 
easily the blade drops out by giving the 
knurled nut a slight turn. 








Demon- 





Attractive displays like the 


above are included with 


sortments. The 
more merchandi 


as- 
— you sell 


THE FLETCHER - TERRY COMPANY 


FORESTVILLE, CONN. 











Next Year's Convention 
Dates Announced 


BMEA has announced the 
following list of convention lo- 
cations and dates for 1952. Al. 
though there are possibilities 
of changes, most dates are defi- 
nite. Corrections will be made 
in these columns as they may 
occur. 


January 14, 15, 16—Kentucky Retail 
Lumber Dealers Assn., Brown Hotel, 
Louisville, Ky. 


January 15, 16, 17 — Northwestern 
Lumbermen’s Assn., Minneapolis, Au- 
ditorium, Minneapolis. 

January 23, 24, 25 — Southwestern 
Lumbermen’s Assn., Municipal Audi- 
torium, Kansas City, Mo. 

January 20, week of —Ohio Retail 


Lumbermen’s Assn., Cleveland Audi- 
torium, Cleveland, Ohio. 


January 21, 22, 23—Western Retail 
Lumbermen’s Assn., Olympic Hotel, 
Seattle, Wash. 


January 28, 29, 30—Northeastern Re- 
tail Lumbermen’s Assn., Hotel Stat- 
ler, New York City. 


January 29, 30, 31—Wisconsin Retail 
Lumbermen’s Assn., Municipal Audi- 
torium, Milwaukee, Wis. 


February 5, 6, 7—Michigan Retail 
Lumber Dealers’ Assn., Civic Audi- 
torium, Grand Rapids, Mich. 


February 6, 7, 8— Middle Atlantic 
Lumbermen’s Assn., Chalfonte-Had- 
don Hall, Atlantic City, N. J. 


February 6, 7, 8— Mountain States 
Lumber Dealer’s Assn., Shirley-Savoy 
Hotel, Denver, Colo. 


February 6, 7—Lumber Dealers Asso- 
ciation of Western Pennsylvania, Wm. 
Penn Hotel, Pittsburgh, Pa. 


February 12, 13, 14—Illinois Lumber 
& Material Dealers Assn., Sherman 
Hotel, Chicago, Ill. 


February 13, 14, 15—Virginia Build- 
ing Material Assn., Richmond or Roa- 
noke. 


February 17, 18—Mississippi Retail 
Lumber Dealers’ Assn., Buena Vista 
Hotel, Biloxi, Miss. 


February 24, week of—Intermountain 
Lumber Dealers’ Assn., indefinite. 


February 26, 27, 28—Indiana Lumber 
& Builders’ Supply Assn., Murat 
Temple, Indianapolis, Ind. 


February 27, 28, 29—Nebraska Lum- 
ber Merchants Assn., City Auditorium, 
Omaha. 


March 11, 12—North Dakota Retail 
Lumbermen’s Assn., Fargo or Bis- 
marck, N. D. 
March 12, 13, 14—Iowa Retail Lum- 
bermen’s Assn., Iowa Exhibit Bldg., 
Des Moines. 


Between March 15 and April 15— 
Montana Retail Lumbermen’s Assn. 
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THE OAK FLOORING WITH 
THE NAIL-GROOVE 


Flooring Installation Contractors Say They 


‘Cut Costs 25 to 30%- 


/speed up laying and finishing with this modern strip flooring 
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Matched against the field, those figures may raise your 
eye-brows a bit. But get the story behind Lockwood 
Oak Flooring — for instance the different way it’s 
kiln dried and precision milled — and you'll find it 
has selling advantages other makes can’t touch! 
Because offering customers this mountain grown oak 
flooring puts all this in your favor — 

TEMPERED lumber that makes flooring more resili- 
ent, easier to nail, one that lays straight and stays 
straight. A process that reduces splitting and main- 
tains the elasticity of the wood. 
SOFT-TEXTURED, UNIFORM COLOR oak grown 
in the Ozark Mountains — an area where nature pro- 
duces wood that’s of finer grain and therefore less 
subject: to expanding and contracting. 

PRECISION MILLING that gives an even, fine sur- 
face requiring a minimum of sanding to finish — one 
feature alone that’s bound to build big repeat business 
for you! 

EASED EDGES with a nailing groove in the top of 
the tongue that speeds laying and cuts costs for con- 
tractors, since nails can be set as close as two inches 
from one end of a strip. 





UNIFORMLY GRADED and offered in a grade 
priced to meet every need. 

Then to top it all off there’s KILN DRYING the 
most important thing done to any oak flooring. And, 
Lockwood is kiln dried in compartment, cross circula- 
tion, fan-type kilns — the only method that assures 
a perfect job. (That’s valuable insurance against cus- 
tomer complaints and make-goods for you!) 
Matched against those things, then — isn’t it sound 
reasoning for you to offer your customers Lockwood 
Oak Flooring? Call or write us for a quotation on 
your requirements. 


ff] 
wa | LOGLRTUTOO®O 
ss Tempered OAK FLOORING 


MOUNTAIN-GROWN 


Manufactured Exclusively by CLOUD OAK FLOORING co., SPRINGFIELD, MO. Quality Oak Flooring Since 1926 
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Builders everywhere depend on DELFAIR for 
top quality oak flooring. Carefully graded lumber, plus 
modern equipment and machines, plus skilled, conscien- 
tious workers . .. these are some of the reasons for know- 
ing that when you buy DELFAIR, you are buying oak 
flooring at its very best. 


For your complete flooring needs, we invite you 


to look to DELFAIR. 


| Retail Prices 





A Complete Line of Quality Hardwood Flooring 


D. L. FAIR LUMBER COMPANY 
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March 18, 19, 20—Carolina Lumber g 
Building Supply Assn. 

March 19, 20—Louisiana Building Ma. 
terial Dealers’ Assn., Jung Hotel, 
New Orleans. 


March 25, 26, 27—Tennessee Building 
Materials Assn., Nashville. 


March 27, 28— Independent Retaij 
Lumber Dealers’ Assn., Hotel Radis. 
son, Minneapolis, Minn. 

April 13, week of—Florida Lumber & 
Millwork Assn., indefinite. 

April 15, 16, 17—Southern California 
Retail Lumbermen’s Assn., Ambassa- 
dor Hotel, Los Angeles, Calif. 

April, first week of—Mississippi Re. 
tail Lumber Dealers’ Assn., indefinite, 
April 20, week of—Texas Line Yard 
Retail Lumber Dealers’ Assn., indefi- 
nite. (Possibly Galveston.) 

April 23, 24, 25—Luimber Merchants’ 
Assn. of Northern California, San 
Francisco, Calif. .,,.. 


» 


July sales of retail stores 
were $11.3 billion, the U. S. De- 
partment of Commerce has an- 
nounced. After seasonal ad- 
justment, sales were unchanged 
from the June level. An 8 per- 
cent decline from July a year 
ago reflects the 1950 buying 
wave following the Korean 
crisis. 

After seasonal adjustment, 
sales of nondurable-goods stores 
rose 1 and one-half percent from 
June to July. Gains of 7 and 3 
percent, respectively, were reg- 
istered by the apparel and gen- 
eral merchandise groups. Food 
stores sales rose one percent, re- 
covering most of the May-June 
decline. July sales for most of 
the remaining groups fell about 
2 percent below June. 

Durable-goods stores sales in 
July were 4 percent below June 
after seasonal adjustment. This 
was entirely a reflection of a 
7 percent decline in sales of the 
automotive group. The 3 re- 
maining durable-goods groups 
showed little change from June 
to July. 


Hoo-Hoo Convention Facts 


As hosts for the Annual Con- 
vention of the International 
Concatenated Order of Hoo- 
Hoo, Florida chapters of the or- 
ganization have mapped plans 
for the most elaborate meeting 
in the 60-year history of the 
fraternal order of lumbermen. 
Delegates from all parts of the 
U.S. and Canada and a large 
number of the 10,000 Hoo-Hoo 
members are expected for the 
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MASSACHUSETTS 
Report No. 5557 


"We haul machines and parts 
for anly 2%.¢ a mile!” 


—says RALPH FIELD 
Field Machinery Co., Cambridge, Mass. 


“Ford Trucks, equipped with POWER 
PILOT, save me money,” says Mr. Field. 
“You can’t beat ‘em for gas, oil and 
repair economy.” 


Field Machinery Company sells and re- 
pairs construction machinery. Ralph 
Field has been in this business for 25 
years. He operates two Ford Trucks and 
recently entered his 1950 F-1 Panel in 
the big, nationwide Ford Truck Economy 
Run. Mr. Field reports: 


“During the Run, our Ford Truck 
traveled 5,639 miles, frequently being 
used on emergency repair work. Yet in 
spite of a great deal of stop-and-go mile- 
age, I spent only $125.87 for gas, oil and 
maintenance, with no repairs. That’s a 
running cost of only 2.23 cents a mile!” 

Like others who rely on Ford for low 
running costs, you’ll like money-saving 
Ford Dealer service. For more facts on 
the trucks that last longer and save 
money every mile—mail coupon below. 


POWER PILOT HELPS 





CONSTRUCTION MEN HOLD DOWN HAULING COSTS 


The Ford Truck Power Pilot is a simpler, fully-proven 
way of getting the most power from the least gas. It 
is designed to synchronize firing twice as accurately. 


You can use regular gas... y 


ee 






FORD TRUCK 


£CONOMY 
RUN 









wide, provides 50% more visibility. 
Two fine cabs, the 5-StaR and, at 
added cost, the 5-STAR EXTRA give 
greater driving ease and efficiency. 
Choice of V-8 or 6-cylinder engine. 


This 614-ft. Ford Pickup for ’51 is also 
a great favorite with contractors. 
Body has sturdy wood floor. Low 
2-ft. loading height. Steering column 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
! gearshift. Cab rear window 3) -ft. 
J 


Availability of equipment, accessories and trim as illustrated is dependent on material supply conditions. 


MAIL THIS COUPON TODAY! 


FORD Division of FORD MOTOR COMPANY 
3270 Schaefer Rd., Dearborn, Mich. 


ou get no-knock Send me without charge or obligation, de- 








performance. Only Ford in the low-price field gives tail specifications on Ford Trucks for 1951. 
you Power Pilot Economy. Full Line (J Heavy Duty Models [~] 
Light Models [| 
FORD TRUCKING COSTS LESS | — 
a (Please print plainly) 
Address. 
because FORD TRUCKS LAST LONGER! eS 
City. one tate 


Using latest registration data on 7,318,000 trucks, life insurance experts prove Ford Trucks last longer! 
SEE ‘FORD FESTIVAL’ STARRING JAMES MELTON ON NBC.-TV 
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occasion, at Miami Beach, on 
October 7-10. 

John H. Dolcater, Supreme 
Bojum and head of the Krauss 
Brothers Lumber Co., Tampa, 
Fla., and Lucien L. Renuart, 
general convention chairman 
and vice president of Renuart 
Lumber Yards, Inc., Miami, 
have reported that an outstand- 
ing program will insure that 


vention will be Marc L. Fleishel, 
Sr., former president of the 
National Lumber Mfrs. Assn., 
Port St. Joe, Fla.; Stanley F. 
Horn, former member of the 
Supreme Nine and editor of the 
Southern Lumberman, Nash- 
ville, Tenn., and the Hon. Rob- 
ert L. Floyd, a member of the 
Florida Legislature. Business 
sessions will include considera- 


members and wives attending 
the meeting will enjoy their 


visit. 


Principal speakers at the con- 


tion of proposed changes in 
Hoo-Hoo by-laws, reports on 
Hoo-Hoo activities throughout 
the U.S. and Canada, and con- 
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HARDWOOD FLOORING 


Our choice hardwood is cut from 
STEWART forests, processed in STEW- 
ART mills, and finished in STEWART’S 
plant — the most modern in the South. 
If your immediate need is quality hard- 
wood flooring, we will fill your order 
reliably and promptly with material 
carefully loaded and graded according 
to NOFMA specifications. Write, phone 
or wire your order to STEWART today. 


E. A. STEWART LUMBER COMPANY, INC. 


Z wy , a _ KILN DRIED HARDWCOD DIMENSION e¢ HARDWOOD FLOORING e HARDWOOD TIMBERS 


_ .. PHONE 3-5137 
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structive programs for the fy. 
ture. 


In the Market Centers 


KANSAS CITY—tThe lumber 
market in the Southwest mani- 
fest the most pronounced 
strength in months during the 
middle of August, as renewed 
buying by retailers who had let 
their stocks dwindle boosted 
prices as much as $5 a thousand 
on some items. 

With prices holding to a nar- 
row course most of the year and 
retailers able to satisfy their 
wants, there was no need to 
stock up, lumbermen point out. 
However, this summer there 
were considerably fewer concen- 
tration yards in the Southwest, 
having been closed down when 
the small mills discontinued op- 
erating. The government auc- 
tions took a considerable foot- 
age and the railroads, factories 
and farmers are looking around 
for more lumber. The damage 
caused by the floods created a 
potential demand for millions 
of additional feet. Then, too, 
the forest fires and shutdowns 
on the West Coast accounted 
for the display of more interest 
in Yellow Pine. 

All in all, the Southwestern 
market began to feel the mul- 
tiple effects and the price in- 
crease was no surprise to many 
trade followers. 

Common boards were par- 
ticularly sought, with 8-inch 
No. 2 kiln-dried stock moving 
up as much as $5 in some lo- 
calities. Such lumber was bring- 
ing around $85 to $87, with 
prices as high as $89 paid last 
week. Dimension stock was in 
good demand, especially 1 by 4s, 
which ranged in price from $60 
to $65, with some mills getting 
as much as $70. The 2 by 4s 
were quickly going at $75 to 
$80. Flooring and finish showed 
no change, generally staying at 
the ceilings of $155 to $160. 

Sales of 173 line yards in the 
7-state area served by the Fed- 
eral Reserve bank of Kansas 
City in July were 35 per cent 
less than a year ago, and the 
drop for the first seven months 
of 1951, as compared with a 
year ago, was 18 per cent. 
Wholesale lumber sales in July 
were 28 per cent below the pre- 
vious month, while retail sales - 
in July were 12 per cent ahead 
of the previous month of June. 
Retailers’ inventories at the 
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@ Just think! You can cash in on easy-to-get 
structural mirror, furniture oP and full- 


length door mirror business—without carry- 
ing any stock, aside from a few door 
mirrors. 

Incredible? Not at all! The fact is that 
our branches act as your warehouses for 
these products. You just send the mirror mea- 
surements or furniture top patterns to the 
nearest Pittsburgh Plate Glass Company 
branch (on the west coast, to a W. P. Fuller 
& Co. branch) and the piece will be supplied 
according to your specifications. This 
means, too, that there is no cutting and edg- 
ing equipment necessary in your store — 
machinery that takes up much valuable 
space. 

You'll find it wise, however, to carry a 
small stock of Pittsburgh Full-length Door 
Mirrors, because they are so fast-moving. 
But the stocking problem is very simple. 
That’s because Pittsburgh has prepared an 
assortment of five popular sizes which fit 
more than 90% of all interior millwork 
doors. 

With merchandising “naturals” like these, 
you'll surely want to take advantage of their 
extraordinary sales and profit possibilities. 
So, get the full details right away by writing 
to Pittsburgh Plate Glass Company, 2240-1 
Grant Building, Pittsburgh 19, Pa. 


“Youre missing a real bet 
.. Hf youre not handling 
these Pittsburgh Products” 





























This Pittsburgh Label, supported by the biggest, 

advertising campaign in the glass business, is 
recognized by your customers as the mark of 
quality Plate Glass. Make sure it’s on the prod- 
ucts you handle. 








ip PAINTS - GLASS +: CHEMICALS - BRUSHES - PLASTICS 
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popular tools 


Everybody’s Buying 
WORK-SAVER TOOLS 


Every one of your customers is a pros- 
pect for one or more of these PORT- 
ABLE electric tools for doing jobs 
easier—faster and better around the 
home, on the farm, and in the shop. 


PORTABLE offers a variety of tools 
that will appeal to your customers in 
attractive streamline design, perform- 
ance, light weight, and handling ease— 
each tool an outstanding competitive 
value in every way. 

To the dealer, PORTABLE tools mean 
sales turnover at a good profit, and 
repeat business for other tools, ac- 
cessories, and attachments. 






Modern, stream- 
line design, light 
weight, full 4” 
capacity. Horizon- 
tal and adjustable 
drill stands easily 
multiply drill uses. 


Consistently advertised nationally 


Model 510 Zephyr 1” Electric Drill 
with removable side handle for close- 
quarter drilling. Weight only 9 Ibs. 2 oz. 


to your customers in The Saturday 
Evening Post, Country Gentleman, 
Popular Science, Popular Mechanics 










Don’t delay. Ask your wholesaler today, or 
write direct for profitable dealer plan with 
window and counter displays and ofher 
merchandising helps. 











Spraymaster SM-25 
Complete Portable Paint Spray Outfit 






Booths No. 56-B — 57 
National Hardware Show 





Model 625 Zephyr Electric Hand Saw 
The Saw with All the Features. 
Saw tables available in bench or floor models. 


Model 400 Hi-Power Bench Grinder 
4” x Ya" fine and coarse wheels 


PORTABLE ELECTRIC TOOLS, INC. 


335 West 83rd Street, Chicago 20, Illinois 














start of August were 7 per cent 
larger than a year ago. 

SEATTLE — Overshadowing 
the lumber picture here is the 
still continuing most dangerous 
fire potential in three decades, 
Many fires and _ considerable 
losses have occurred. Logging, 
which was first reduced to the 
operation only of owl hoot 
shifts and short closures, has 
been stopped entirely. Some 
eighty-five days have passed 
without substantial rainfall, 
Only a long soaking rain can 
put a period to the fire danger, 

British Columbia loggers have 
sought logs in Washington and 
willing to pay premium prices, 
Closures in Oregon and British 
Columbia have been longer than 
in Washington. 

Early closures and owl hoot 
shift operation is estimated to 
have reduced input of logs by 
nearly a third. Entire stoppage 
of logging is resulting in losses 
of at least 20 million feet a 
week. 

Fir dimension and cutting 
are strong and green dimension 
has firmed $1 to $2 the past 
week except for No. 3. There 
is a spread of between $30 and 
$32 between No. 2 and Btr and 
No. 3. Fir boards have not 
shown the strength of dimen- 
sion. 


The local market picture is 
one of cautious dealing by 
buyer, seller and mill with the 
mill the more important mem- 
ber of the triumverate. 

Pines are holding fairly 
steady after slipping following 
the decline of fir. Spruce is 
weak. Supplies are good in 
Montana where there is also a 
lot of white spruce. 

Cedar Siding is showing more 
strength. The shingle market 
is believed to have reached bot- 
tom and in the case of No. 2 
Royals and No. 2 Perfections 
has firmed some. No. 2 Perfec- 
tions are scarce. Scarcity rather 
than demand is pushing shingles 


up. 

TACOMA—With log produc- 
tion throughout western Wash- 
ington at a virtual standstill 
because of the protracted dry 
spell and the attendant forest 
fire hazard, adequacy of future 
supplies has become a matter of 
vital concern to the lumber in- 
dustry. Off again, on again log- 
ging operations throughout the 
western part of the state once 
more have ceased at the direc- 
tion of the state forestry divi- 


16 September 8, 1951, AMERICAN LUMBERMAN & 











age 
3Ses 
ta 


‘ing 
sion 
ast 
ere 
and 
and 
not 
en- 


is 


the 
m- 


ing 
is 
in 
ya 


ore 
ket 














Peg =, _ vw Ses 


Sell Floors By The Package / 


LOW INVENTORY, HIGH PROFIT OVER-THE-COUNTER 
SALES ARE YOURS WITH SLOANE QUALITY MARBLETONE? TILE 


Here’s the easy, profitable way to sell more “self- 
installed” tile. The merchandiser-display, shown 
above, is your complete Marbletone Tile department 
—displays all 10 decorator-right colors. You carry a 
minimum inventory only—and Marbletone Tile is con- 
veniently packaged in cartons of 120 9" x 9" tile. You 
enjoy quick turn-over because Marbletone Tile means 
attractive, long-wearing, low-cost flooring that’s easy 


for home owners to install. Make the most of tile with SLOANE-BLABON CORPORATION 


Marbletone—send today for further information. * A DIVISION QF ALEXANDER SMITH INC. * 
295 Fifth Avenue - New York 16, N. Y. 





Sloane-Blabon Corporation Dept. AL1-7 


POWERFUL PROMOTION HELPS f 


Instruction folder—shows | New York 16,N. Y. 
your customers how to install 
their own Marbletone Tile | 
floors—how easy it is to do! - | 
t 


Send further information on Marbletone Tile—also details on how | can 
get the Marbletone Tile merchandiser-display and promotion materials. 


Decorating Idea folder— 
gives customers beautiful 
floor design ideas in full 
color. Send coupon for de-, ~ 
tails on how to get these - 
materials. 


ADDRESS... 2c cccccccccccccccccccccsccccccccecceseees eeeee 


WE oe casei bapeuden ieee te 
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sion. Log supplies at the mo- 
ment are adequate, but some 
concern is being felt for the 
future since the period of haz- 
ard this season has been so pro- 
longed. There has been no ap- 
preciable rainfall in western 
Washington for more than three 


months and forests are tinder 


dry in consequence. The in- 
dustry’s labor situation is af- 
fected by a retroactive wage 
increase announced by the fed- 
eral wage stabilization board. 
More than 5,000 lumber work- 
ers in this area are affected by 
a retroactive boost of 714 cents 
hourly from last March 1 and 
an additional five cents from 
May 1. Several recent mill fires 


have seriously curtailed lumber 
output in this area. Plants af- 
fected include the City Millwork 
Co., Tacoma, $100,000 damage; 
Tufts Brothers sawmill, Cheha- 
lis, $500,000 damage; Potlach 
Lumber Co., Gig Harbor, $150,- 
000 and the Standard Anderson 
lumber mill, Orting, $55,000. 


Lumber-National 


Lumber shipments of 492 
mills reporting to the National 
Lumber Trade Barometer were 
13.5 percent below production 
for the week ending August 18, 
1951. In the same week new 
orders of these mills were 16.9 





@ In making Spencer 
Kellogg’s Improved Boiled 
Linseed Oil we scientifical- 
ly add just 2/10 of 1% lead 
and manganese as driers 
to PURE linseed oil. 

Thousands of painting contractors, the 
best craftsmen in the trade, know that this 
makes the finest linseed oil for outside paint- 
ing because it gives them a solid, through- 
drying oil film, with con- 
trolled penetration into 
the wood surface. They 
also know that the special 
Spencer Kellogg thermal 
process makes Improved 
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Improved Boiled Linseed Oil Makes Better Painting 


Boiled Linseed Oil easier to spread with the 
brush, saving time on every job. 

You'll always find your customers ready 
to buy Spencer Kellogg’s Improved Boiled 
Linseed Oil. It is easy and profitable for you 
to make it available to them in refinery- 
sealed packages: 5 gal., 1 gal., quart and pint. 

Spencer Kellogg’s Improved Boiled 
Linseed Oil meets all Federal Government 
and A. S. T. M. specifications. 


Spencer Kellogg’s 100% Purt Raw Linseed Oil is also available in Refinery-Sealed Packages 


SPENCER KELLOGG and SONS, Inc. 


BUFFALO 5, N.Y. 
The First Name in Vegetable Oils 





percent below production. Up. 
filled orders of the reporting 
mills amounted to 45 percent of 
stocks. For the reporting soft. 
wood mills, unfilled orders were 
equivalent to 25 days’ produc. 
tion at the current rate, and 
gross stocks were equivalent to 
52 days’ production. 

For the year-to-date, ship. 
ments of reporting identica] 
mills were 0.3 percent above 
production ; orders were 1.6 per. 
cent below production. 

Compared to the average cor- 
responding week of 1935-1939, 
production of reporting mills 
was 63.1 percent above; ship- 
ments were 54.1 percent above; 
orders were 43.4 percent above, 
Compared to the corresponding 
week in 1950, production of re- 
porting mills was 5.0 percent 
below; shipments were 11.0 per- 
cent below; and new orders were 
9.8 percent below. 


Western Pine 


Production of Western Pine 
and allied woods by the 106 
mills reporting to the Western 
Pine Association for the week 
ending August 18, 1951, 
amounted to 79,218,000 feet, as 
compared to 80,902,000 feet last 
year. Shipments for the period 
totaled 67,132,000 feet as com- 
pared to 77,591,000 feet last 
year. Orders received during 
the week ran to 65,129,000 feet, 
compared to 82,022,000 for the 
same week last year. Unfilled 
orders at the week’s end totaled 
203,808,000 feet compared to 
250,655,000 feet for the same 
period last year. Gross stocks 
on hand totaled 770,739,000 feet. 


Northern Pine 


Production of Northern Pine 
by the mills reporting to the 
Northern Pine Manufacturers’ 
Association for the month of 
July, 1951, totaled 6,145,000 
feet. Shipments ran to 3,085,- 
000 feet while orders for the 
month amounted to 3,905,000 
feet. 


Southern Pine 


The 113 mills reporting to the 
Southern Pine Association for 
the week ending August 18, 
1951, produced a total to 17,- 
401,000 feet of Southern Pine. 
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T WON'T BE LONG NOW! 


Michigan-California’s New Modern Plant 
Nearing Completion — Start Sawing Soon 





BIRD'S-EYE VIEW SRESS BEING MADE ON NEW CAMINO PLANT 


We'll Soon Be Ready to Serve You Better Than Ever with Camino 
Quality Sugar and Ponderosa Pine and Associated Species 


Despite hindrances in obtaining materials and various other delays, we are 
pleased to report that construction of our new and modern facilities including 
new log-pond, sawmill, power plant, fuel house, green chain, dry kilns, stacker 
and unstacker sheds are nearing completion. 


We expect soon to resume furnishing the same high quality Sugar Pine and 
Ponderosa Pine products which our company has furnished throughout the years. 


After our new plant gets into operation, we will be saw- D Quality™ 
ing almost the year around — and will then be able to 
furnish you with a continuous and permanent supply of 


"Camino Quality" stock from our Camino Tree Farm. 














MICHIGAN-CALIFORNIA LUMBER CO. 


oy -V 11) (ovum 1 9 80) ey-Y elem eel 0], Bm Mr ey-U8 120) td, iy. 


MEMBER PONDEROSA PINE WOODWORK 
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This was 9.64 percent below the 
three year average. Shipments 
for the week ran to 17,220,000 
feet,.1.04 percent below produc- 
tion and 10.58 percent below the 
three year average. Orders for 


the period amounted to 19,032,- 
000 feet, or 9.37 percent above 
production but 1.17 percent be- 
low the three year average. Or- 
ders on hand increased by 4.14 
percent during the week. 


The Lumber Market at Presstime 


The following index is intended merely as a check on buyi 
® compilation and average of mill prices at press time an 


g practices. It is 
should not be con- 


sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on os made approxi- 


mately ten days before receipt of the magazine—the 


DOUGLAS FIR 
Vertical Grain Flooring 
B&Btr. Cc D 
BG nsec eneweuns 155.00 145.00 105.00 
Flat Grain Flooring 
caer ee 140.00 130.00 98.00 
BG 2ttsececawen 160.00 155.00 105,00 


Drop Siding 


1x6 (Pat. #106).150.00 140.00 110.00 
1x6 (Pat. #116).150.00 145.00 110.00 


Ceiling 

7 ena 110.00 105.00 65.00 
Be  tasccneen 115-125 110-120 95.00 

Boards and Shiplap and 2” 

(green) 1x6 1x8 1x10 1x12 
Me EF ves ey 00 76.00 74.00 76.00 
No. 2 - 69.00 68.00 67.00 70.00 
No. 3 - 57.00 60.00 57.00 60.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 


3x10 74.00 74.00 74.00 74.00 74.00 
2x12 74.00 74.00 74.00 74.00 74.00 
No. 2 Dimension 
2x 4 68.00 68.00 71.00 68.50 68.50 
2x 6 67.00 66.50 67.00 71.00 71.00 
2x 8 67.00 67.00 66.50 66.50 66.50 
2x10 66.50 66.50 66.50 66.50 66.50 
2x12 65.00 65.00 65.00 65.00 65.00 


No. 3 Dimension R/L Only 


BE 4 wo wrecccccccccccccccccccccces 43.00 
BE 6 nccccvccccccccccccccceccces 42.00 
BES cccccesevevcccccccccccccces 38.00 
a= Coe eeccceseeseoevereesceeece 38.00 


x12 
hdd 10-12 for dry lumber.) 





WESTERN PINES 


PONDEROSA PINE 


Selects 

S2 or 48 4/4 RW 5/4RW 8/4 RW 
C&Btr. RL ...275.00 285.00 280.00 

Shop S828 No.1 No. 2 
Ml kpbedsewsctheveconees 175.00 160.00 
DE ctdvekdacnnesee eas -170.00 155.00 

Commons 

82 or 48 No. 2 No. 3 No. 4 
££ Fer 130.00 96.00 82.00 
Slee Seer se wewss 130.00 96.00 80.00 

Idaho White Pine 

Selects 

S2 or 48 1x4 1x6 1x8 5/64 
C&Btr. RL.250.00 265.00 270.00 265.00 
S Waaceess 205.00 225.00 230.00 235.00 

Commons, 82 or 48 No. 1 No. 2 No. 3 
2? ee sere 150.00 140.00 100.00 
DE seetevedeed 150.00 140.00 100.00 

Sugar Pine 

Selects 

82 or 48 ly ay on bef 6/4 RW 
BéBtr. RL... 00 00 305.00 
ae 375.00 375.00 195.00 

pevecedes 255.00 240.00 175.00 
Shop, 828 
No.1 No. 2 No. 3 

it canene ovecennne 135.00 100.00 
6/4 occeeccnnee 135.00 100.00 
ee . - 176.00 135.00 100.00 


ditors. 


SOUTHERN PINE 


Vertical Grain Flooring c 
D 
DE Scitewcwnaeee 210.00 200.00 180.00 


6 a we ewe eee 185.00 175.00 135.00 

1x6 tedenaew cake 220.00 210.00 170.00 
Drop Siding 

1x6 (Pat. #106).195.00 185.00 155.00 


1x6 (Pat. #116).195.00 185.00 155.00° 


Boards and Shiplap 
1x6 1x8 1x10 1x12 
No. 1 ...135.00 135.00 140.00 165.00 
No. 2... 83.00 88.00 88.00 93.00 
No. $ ... 78.60 80.00 80.00 86.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 93.00 94.00 96.00 106.00 106.00 
2x 6 89.00 89.00 90.00 100.00 100.00 
2x 8 92.00 92.00 94.00 100.00 102.00 
2x10 102.00 103.00 103.00 111.00 114.00 
2x12 108.00 108.00 108.00 119.00 124.00 

No. 2 Dimension 


2x10 86.00 87.00 87.00 93.00 95.00 
2x12 86.00 87.00 87.00 93.00 103.50 
No. 3 Dimension R/L Only 
No. 3 — wotes — 





2x 4 00 we 
2x 6 68.00 ‘7 
2x 8 67.00 
2x10 67.00 
2x12 61.00 
REDWOOD 
Finish 
A&Btr. Siding ............ 120.00 
x Fee siding coccecccecee SOO 
. ea 
ys ; /L re eeeeeeeeeeeeee 170.00 
lx 6 R/L restr ve eesecewsoune ited 
1x 8 R BR. cccctccccececs BOON 
BESO Teles Bele coccccccececosn SHO 


SEED Tf ks Mes. ccvcecsecccsss GORN0 
Prices for red cedar siding in mixed 

cars, new bundling, 6 to 18’ are: 

Beveled Siding, % Inch ogee “Be 


Clear 
x4 inch ...... 95.00 83.00 75.00 
x5 inch ......120.00 118.00 88.00 
x6 inch ......155.00 143.00 120.00 
BS TROD. 60¢000 88 
Clear Bungalow Siding, % ssnn 
inch ........210.00 198.00 160.00 
10 inch ........230.00 218.00 175.00 
12 inch ........230.00 228.00 165.00 
Finish, B and Btr. 828 or 4S, 
6-16’ or Rough 
TE 8 ccccccevccccescccc ch Gb0O-165.00 
DE :-éeebedetene 175.00 
MED. | Ve cade ndindse6eeeens 185.00 
Celling or Flooring, 
B and Btr., 9-16’ 
B&Btr. Cc 


D 
1X3 ....606+----100.00 97.00 86.00 
1x4 .....242-+--100.00 97.00 865.00 


RED CEDAR SHINGLES 
Royals 
1—247-4/2 . occ cece eee e eee + 18.00 
SHES MOSES coccscecsoceccvekeee 
PPE Lvahebocenchedsceecee Oe 
Perfections 
18-848 anesuiness oem 


eeeeseee 





167-5/2 H1 ..ccccccccccece L150 
167-5 /2 22 ..ccccccceccceee 1.75- 8.00 
167-5/2 HB... eee eeeeeees 5.75= 6.00 





ENGELMANN SPRUCE 


Boards and 

Shiplap (dry) 1x6 1x8 1x10 1x12 
No. 2&Btr..104.00 107.00 108.00 112.09 
No. 3&Btr.. 86.00 87.00 88.00 92.09 

No, 1 —.. 


2x10 80.00 80.00 80.00 80.00 80.00 

2x12 76.00 76.00 76.00 7 00 76.00 

(Boards graded No. 1, 2, at flat 
price; no price for straight ar 2. Mills 
do not grade out No. 3 dimension sepa- 
rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring 
B&B C D 
ehhh ane 150.00 140.00 100.00 


PP re 135.00 125.00 93.00 

1x6 ean waleCe we 155.00 150.00 100.00 
— Sidin 

6 (Pat. ¥ 410 6).145.00 135.00 105.00 

ixé (Pat. #116).145.00 140.00 105.00 


Ceiling 

eee 105.00 100.00 60.00 
Re 10-120 105-115 90.00 

Boards and a and 2” we 
x6 1x8 x10 1x12 
No. 1 80; 00 82.00 rr 00 82.00 
No. 2 - 77.00 77.00 77.00 177.00 
No. 3 . 62.00 64.00 64.00 64.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 


2x 4 75.00 75.00 80.00 80.00 80.00 
2x 6 75.00 75.00 75.00 80.00 80.00 
2x 8 77.00 75.00 75.00 75.00 80.00 
2x10 75.00 77.00 75.00 75.00 80.00 
2x12 75.00 75.00 75.00 75.00 980.00 


2x10 68.00 68.00 68.00 68.00 68.00 
2x12 66.00 66.00 66.00 66.00 66.00 
~~ 3 Dimension R/L Only 


DD 6 ae 6 wan wb eee o a eG ces 4 wiewiges 59.00 
BE © hve edews ces cedccsrmenes yelem 58.00 
ME cee cdwiwccecves eee eee sess cies 57.00 
oo) ere ee 56.00 
BEAD cccvcvcecsecceeveceveeeeews 56.00 





OAK FLOORING 
Clear Pin #x2% #x1% Bo %x1% 


White ..220.00 190.00 00 170.00 

Red ....220.00 190.00 170: 00 170.00 
Sel Plain 

White ..190.00 170.00 150.00 132.50 

Red ....190.00 170.00 150.00 132.50 
#1 Common 

White ..170.00 140.00 75.900 60.00 

Red ....170.00 140.00 75.00 60.00 


#2 Mixed 15” Shorts 
oy Mixed .100.00 75.00 60.00 50.00 
1 Com. & 
Btr. ....135.00 105.00 70.00 66.00 
#2 Com. ..100.00 80.00 60.00 55.00 


WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 18’ are: 
Beveled Siding, % Inch 

Clear “—° “e 





3626 INGE 2.00% 80.00 77.00 55.00 
TEGO WGN .6cees 105.00 103.00 73.00 
%x6 inch 115-120 113-118 105.00 
%x8 inch ..... 150-155 148-153 115.00 
Clear Bungalow Siding, % Inch 
f Saree 5.00 183.00 143.00 
oO een 200.00 198.00 170.00 
Se OO <x ketene 220.00 213-313 180.00 


Finish, B and Btr, S82 or 4S, 
— = rough 


RO Sr Te ee ote 
REED ete dtcvccccesetedeteceea + : 
OO ea ee ee ee 250.00 
Ceiling or Flooring. B gee Btr, 9-16’ 
B&Btr. C 
Se 2 sweseseoeas 105.00 ” 100.00 90.00 


ere * 120.00 115.00 95.00 
Discount on mouldings, 6-20’ odd 
lengths. 
Series 8,000— 
Listing under 4.00—list plus 125 per 


cent. 
—, a and over—list plus 130 


per c 
Clear Lattice, 6-16", 5-16’ 
00 Lin. Feet 
J: es rarer eer 1.50 
BPE SA webs t rss eweennse sone deus 1.75 
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Necessity Is A Tardy Spur! 


Let's not wait to intensify advertising, promotion and selling. 


It is a human tragedy that we usually have 
to wait for disaster to happen before taking 
constructive action. Pearl Harbor was an out- 
standing example of this quirk of human na- 
ture. A divided country was united on construc- 
tive action almost overnight after December 7, 
1941. 

(It’s too bad that we can’t synthetically ex- 
perience the dropping of an atomic bomb in 
America instead of waiting for the real thing 
to happen before again achieving unity.) 

This same trait of human nature is evident 
among business management. The cycle of 
executive aggressiveness is about like this: 

from red ink to intensive study of selling 

problems — 

from intensive study to constructive market- 

ing plans — 

from constructive plans to aggressive mer- 

chandising action — 

from better merchandising to increased sales 

volume — 

from increased sales volume to abundant 

profits — 

from abundant profits to complacency — 

from complacency to merchandising leth- 

argy — 

from merchandising lethargy to selling 

apathy— 

from selling apathy to red ink. 

Every business that doesn’t fail sooner or later 
goes through this cycle. 

Is it necessary to wait for red ink to take ac- 
tion? Can’t we imagine red ink may not be far 
away in our business and take steps to prevent 
it? Or must we wait for the spur of necessity? 

Lumber and building products merchants have 
had some pretty lush years. There are even 
some indications that sales forces have grown 
somewhat fat and lazy. 

Most dealers are still making money, but both 
sales and net profits are generally running be- 
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hind last year. The curve of the cycle is defi- 
nitely downward. 

Up to mid-summer, sales and profits have been 
greatly stimulated by (a) a tremendous home 
building demand grounded in easy government- 
insured financing, and (b) by the fact of full 
employment and enormous consumer-buying 
power. 

A factor causing the present down curve is 
of course the tightened new home financing. 

And yet there are 45 million existing dwelling 
units in the country, each needing something 
that the dealer has to sell. Here is a waiting 
potential consumer market that offers $2.00 of 
opportunity for each $1.00 of new home po- 
tential. 

It is evident that there is nothing in the 
present down curve that aggressive merchan- 
dising cannot cure. Consumer buying power is 
greater than ever. The need and ability to buy 
building products is greater than ever. The 
problem is to create the want and the willingness 
to buy! 

This fall-and-winter merchandising issue of 
the American Lumberman points the way if 
you wish to reverse the downward curve in your 
business. 


Our new Home Maintenance and Improve- 
wo magazine-catalog provides a sales-creating 
tool. 


Now is the time to tighten the merchandising 
belt of every man and woman on your staff — 
to increase investments in advertising, to start 
weekly sales meetings —to set quotas — to pro- 
vide incentives — and to develop selling contests. 

Let’s put the spurs to our selling effort while 
the steed is yet sturdy. Let’s concentrate this 
fall and winter on that part of the cycle which 
reads: 

From constructive plans — to aggressive mer- 

chandising — to increased volume —to abun- 

dant profits! 


..... Art Hood 
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and in return for its money receives lasting benefits and 
satisfactions. 


THE MODERN BUILDING PRODUCTS MERCHANT is 
a leader in offering the public modern products and serv- 
ice. Today the entire family shops at the lumber yard 


In 1951 the Lumber Dealer Sells the Whole Family 


Today the lumber dealer knows how to take the “slack” out of the 
slack building months. Now cash and carry and time payment remodeling and home 
maintenance sales keep the cash register jingling merrily through the fall and win- 
ter months. This market is available to every dealer and there are countless ways 


to capitalize on it. 


Modern consumer merchandising is playing 
an ever increasing part in the business plans of 
every retail building products merchant. Al- 
though World War II, first, and lately the re- 
strictions on new housing, both have served as 
tremendous stimuli to the dealer to enter the 
consumer, over-the-counter field, the trend in 
this direction has long been established and is 
basic in the industry. Events of the past few 
years have merely speeded up the process. 

The family pictured on these pages symbolizes 
the fact that the lumber dealer in 1951 stocks, 
merchandises and advertises a wide range of 
building products that in one form or another 
can bring genuine satisfaction to every member 
of the household. 

The housewife is interested in paints for dec- 
orating, in remodeled kitchens, and in the pick- 
up items that will make the interior of the 
home easier to clean and maintain. At the same 
time her husband is constantly in need of mate- 
rials—from lumber to nails to glass to power 
tools—to aid him in his never ending battle 
to improve his property. And now dealers are 
finding that even children offer specific markets 
for products that fit the lumber dealer picture. 

This big, bustling consumer market falls 
roughly into three classifications: the mainte- 
nance market, the improvement and moderniza- 
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tion market, and the over-the-counter market. 
Many of the building products that go to supply 
these markets overlap; but each market has 
definite merchandising requirements. 

The improvement and modernization market 
competes with the radio store, the auto dealer 
and the department store for the consumer 
dollar. The dealer, through advertising and pro- 
motion, must show his prospects the positive 
benefits they can reap through the addition of 
a room or the building of a garage. This market 
can be developed into dollar volume of major 
proportions. It fits into any type of dealer oper- 
ation and works equally well whether the cus- 
tomer does his own work, whether the dealer 
supplies the labor and materials as a package, 
aa cooperating contractors performs the 
abor. 

Most maintenance and repair business is ini- 
tiated by the customer only when the job be- 
comes absolutely necessary. And this type of 
business alone accounts for many sales. But 
such business can be increased considerably by 
an aggressive campaign on the part of the dealer 
to make the homeowner aware of the savings 
that accrue by performing upkeep jobs before 
major damage has occurred. Reroofing, residing 
and paint jobs are typical of sales that can be 
developed in the maintenance and repair field. 
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PAINT FOR REDECORATING is one of many items the 
housewife now buys at the retail lumber and building 
materia!s store. 


THE CHILDREN SPOT a ready-built house that will serve 
perfectly for play. The dealer will deliver it on a monthly 
payment plan. 


The cash and carry market is the latest de- 
volopment in the retail building materials field. 
This market was originated to attract new cus- 
tomers—and more of them—into the lumber 
store. That is its main function. But frequently 
dealers have found that impulse, cash and carry 
business earns a nice profit on its own. The 
chief problem in this department has been the 
occasional tendency of a few dealers to over- 
reach themselves. Generally speaking it is best 
to stick to items that are building materials 
themselves, or are used in the application and 
upkeep of building materials. 

To capitalize on these three major consumer 
markets, the lumber dealer has become the 
building products merchant. Where the lumber 
yard was once considered a warehouse, it is 
today one of the leading consumer outlets for 
goods in town after town across the nation. 

To learn how fellow dealers have met the 
challenge of modern merchandising in many 
forms, turn to the following pages. 
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THE HOMEOWNER, in the meantime, is tempted to buy 
an outdoor grill to improve his backyard! 


BOYS AND TOM-BOYS find bird houses, gardening equip- 
ment and many other fascinating materials at modern 
lumber yard. 


THERE IS EVEN SOMETHING for the baby: fencing 
materials to keep him in the sun and safe at all times. 
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COMPLETE KITCHEN LAYOUT at Calcasieu Lumber Co., Austin, Tex., is 


ined 


being demonstrated by Paul Quinn, kitchen specialist for that firm. 


Courtesy Mullins Manufacturing Co. 


Push Kitchen Remodeling This Fall 


Sure-fire methods that will help you develop a 
good business in this profitable department. 


“Do you see those two trucks 
out there—the pickup loaded 
with kitchen cabinets and the 
large one with lumber?” asked 
one midwest lumber dealer. “I 
make more profit on that small 
order of kitchen cabinets than 
on all that lumber.” 

That statement reflects the 
sentiment of most dealers who 
have recently turned to the 
kitchen remodeling business as 
an answer to stiff lumber mar- 
ket competition. 

Since we have started mer- 
chandising kitchen cabinets, we 
have more and more women in 
our store, dealers say. These 
same dealers have abandoned 
the idea that a lumber yard is 
a “man’s province,” for they 
find that women are accounting 
fora higher percentage of their 
sales every year. 


Women Buy Xmas Tools 


O’Malley Lumber Company 
of Phoenix estimates that 25% 
of the traffic in their new store 
is women customers. Women 
bought most of the tools sold 
as Christmas gifts in the O’Mal- 
ley yard last year. 

The University of Illinois has 
three bulletins on kitchen plan- 
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ning, which explain circulation, 
flexibility, traffic and work cen- 
ters in language every woman 
can understand. These books 
are invaluable in helping the 
customer plan her kitchen to 
suit her needs. They enable her 
to estimate how much space she 
will need for the storage of 
foods, dishes, utensils, etc., and 
help her choose between “cor- 
ridor,” “U” and “L” type 
kitchens. 


Research Bulletins Important 


Based on intensive research 


by the Small Homes Council, 


these bulletins are absolutely 
impartial and endorse no 
brands. They are an unbiased 
source of authority in which 
the buyer can have complete 
confidence. Because they are 
written in layman’s language 
and are graphically illustrated, 
they are an important merchan- 
dising tool for any yard which 
plans an aggressive campaign 
for kitchen cabinet business. 
Whether a dealer makes cus- 
tom kitchens in his own mill or 
stocks manufacturer’s cabinets, 
he finds that the installation of 
a model kitchen in his office is 
a valuable sales tool. While the 
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WORKING MODELS ATTRACT the 
attention of every customer. Here an 
automatic dishwasher is being dem- 


onstrated at Central Hardware, St. 
Louis. 


store display rarely corre- 
sponds with the exact plan that 
a homeowner needs, it is im- 
portant in demonstrating many 
of the features of the cabinets 
themselves. It shows the tight, 
dustproof construction, the in- 
terlocking corners, free swing- 
ing doors that won’t warp or 
chip, smooth sliding drawers 
that never stick, etc. A model 
kitchen display of some type— 
even if it’s only a cabinet or 
two, is a must to prove these 
points of construction. 


Signs Greet Customer 


Then, too, such a _ model 
kitchen attracts a lot of atten- 
tion and gives the customer 
something to look at while he 
is waiting for a sales clerk. The 
Nowels Lumber and Coal Com- 
pany, Rochester, Mich., uses 
these precious seconds to build 
future sales. Selling signs and 
cabinet prices are inside the 
cupboards, playing on the cus- 
tomer’s curiosity to open door 
after door. In each case, the 
customer is greeted by signs 
emphasizing selling points of 
the product, and the exhibit 
proves the selling points. 

Having opened all the doors, 
the customer has an almost 
complete selling story on the 
kitchens, and what they will 
do for him. Sales literature 
on the cabinets is placed on the 
counter top of the display so 
that interested customers can 
take it home and read it at 
their leisure. 
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CABINETS MEAN STORAGE SPACE and that is one 
strong sales point. This display is seen in one of the 


Hill-Behan stores, Chicago. 


SIGNS INSIDE EACH CABINET at the Nowels Lumber 
and Coal Co., Rochester, Mich., point up a different con- 
struction feature. Customers who open each cabinet get 
a complete selling story. 


A kitchen planning kit, such 
as those available from several 
manufacturers, is another prof- 
itable sales making tool. The 
kit consists of miniature wall 
and base units which are built 
to scale and can be arranged 
to show the homemaker exactly 
how her kitchen will look when 
completed. This sales aid saves 
hours of sketching time, for 
the homemaker can arrange 
and rearrange her own kitchen 
to suit her own taste in just a 
matter of minutes. Further- 
more, by giving the prospect 
the completed effect in minia- 
ture, costly changes later on 
are avoided. 
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MAKE YOUR KITCHEN EXHIBIT as smart as this one 
at Central Hardware, St. Louis. Your customers will gauge 


the efficiency of your department by the way your display 


looks. 





THIS STREAMLINED DISPLAY occupies an entire room 
at the Builder’s Supply and Lumber Co., Tucson. An un- 
usual feature is the cutting board, center, with a drawer’ 


which opens both ways. 


How to Advertise Kitchens 


How should you advertise a 
kitchen planning service? Since 
its appeal is primarily to 
women, tell your newspaper to 
place your kitchen ads next to 
their “recipe of the day” fea- 
ture. Use daytime radio spot 
announcements for your promo- 
tion, too. (Incidentally, O’Mal- 
ley’s of Phoenix uses 60 guar- 
anteed radio spots a week, and 
59 of these are during the day.) 
Take before and after pictures 
of your prospect’s kitchen, and 
submit these with a publicity 
story to your local newspaper. 

Since your own customers are 
your best prospects for more 


business, reprint your most 
effective kitchen ad, and enclose 
it in your statements. The 
Nowels yard has found this 
method of advertising very pro- 
ductive, for the repetition of 
the same ad strengthens an im- 
pression and encourages people 
to act. 

You can further increase 
your kitchen business if you 
include kitchen cabinets in any 
new home estimates you make. 
Send your new home prospect 
your own kitchen literature as 
well as the University of Illi- 
nois bulletins. (For a complete 
direct mail campaign to both 
new home and kitchen pros- 
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HOT WATER HEATERS are one of 
the natural accessory sales with many 


kitchen and utility-room units. This 
exhibit is seen at Rose Brothers Co., 
Cincinnati. 


pects, see January 27 issue of 
American Lumberman). 

If you follow current food 
advertising, you will get ideas 
on the types of appeals to use 
in promoting your new kitchen 
cabinets. It is no secret that 
the modern homemaker uses 
packaged cakes, frozen this, 
fast-acting that, so she can 
spend less time in her kitchen. 

Your advertising should 
promise the same thing; that a 
new kitchen will give her more 
spare time. ..save her countless 
steps every day. Show the wo- 
man of the house that a new 
kitchen will lighten her house- 
keeping chores and that 
easy-to-reach cabinets will save 
bending, stooping, stretching 
... and make her less tired at 
the day’s end. 


Women Want Attractiveness 


While women of today are 
primarily interested in conve- 
nience and efficiency in their 
kitchens, they also want attrac- 
tiveness. Advertise that your 
cabinets can be decorated (if 
they can) in bright cheery 
tones, making a room in which 
she’d be proud to serve late 
snacks to guests. Above all, 
make your local homemakers 
conscious that you have a 
kitchen which is tailor-made to 
suit her budget—that she can 
add a few cabinets at a time 
without hardship and incon- 
venience. 

Dealers who carry refriger- 
ators, stoves, water heaters, 
washers and dryers are finding 
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TRUCK IS FITTED specifically for appliances and spare parts. Vehicle also 
carries a good advertising message. 


competition tougher than ever. 
Most appliance stores have 
large inventories and are spend- 
ing vast amounts of money ad- 
vertising higher trade-in prices. 
The lumber dealers who are 
not in a position to meet this 
competition with a similar pro- 
motion are planning to push 
kitchen remodeling heavily this 
fall. 

Dealers find that where they 
initiate a kitchen remodeling 
sale, they can very often con- 
trol the purchase of the appli- 
ances. Still other dealers are 
sponsoring kitchen remodeling 
contests. 

When the Barr Lumber Com- 
pany was appointed exclusive 
distributor for Long-Bell kitch- 
ens, the company wanted to tell 
its contractor-customers what 
these cabinets could do for 
them. Barr sent each a letter 
pointing out that these kitch- 
ens were the answer for two of 
their most vexing problems: 
the scarcity of steel for private 
building and the shortage of 
skilled labor. 

Barr’s letter explained that 
these wood cabinets are made 
to exact specifications and are 
quickly and easily assembled. 
A complete price list and fur- 
ther sales information was en- 
closed — along with an order 
form. Results were good. 

Use your manufacturer’s lit- 
erature and the University of 
Illinois bulletins plus news- 
paper ads and publicity and 
cash in on kitchen remodeling 
profits this fall. 
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W. B. Barr Lumber Company 
Denver Colorado 
(Letter to the Contractors) 

Steel is on the way out for private 
building ... 

Skilled labor is rapidly following 
suit, but— 

The Kitchen Cabinets in the homes 
you build and remodel must still be 
of modern design and high quality. 

That’s why I want you to know we 
have appointed exclusive distributors 
in this area for nationally advertised 
Long-Bell Modular Kitchen Cabinets 

These are the Kitchen Cabinets 
women have been waiting for. They 
are designed by America’s best-known 
home economists, custom-built by 
Long-Bell at quantity-made prices. 

As you'll see in the enclosed folders, 
they are all made in modular units of 
3 inches and will fit any wall space, 
any size kitchen. All are completely 
sanded, ready to be installed hard- 
ware is included. 

Long-Bell Kitchen Cabinets come 
individually cartoned. Because the 
units are made absolutely true, they 
are quickly assembled and fitted into 
place. And they fit perfectly into any 
style of kitchen. 

These fine Kitchen Cabinets add to 
the sale value of the homes you build 
—they are exactly what women want 
in their kitchens—yet they are mass- 
produced at lowest cost. (See en- 
closed price schedule.) They are the 
answer to fast-growing scarcities of 
steel and can be installed by almost 
anyone. 

You’re invited to come in and make 
your selections from our complete 
line of Long-Bell Kitchen Cabinets— 
wall and base cabinets sink, 
counter and other units—or order now 
from the yellow folder. 

It will be a pleasure to serve you. 

Yours very truly, 
William K. Barr, President 
Barr Lumber Company 











“It’s Easier to Sell the Leader” 


say these successful Heatilator Fireplace Dealers ! 
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es “It's the only fireplace unit, as far as I’m concerned!” says “I don’t waste my time on little-known brands,” says Henry R. 
be Walter J. Borg, Jr., of Chicago. Heatilator* Fireplace is first in Duch of Buffalo. “I know it pays to sell the leader!” In today’s 
sales because of 24 years of customer satisfaction and strong competitive housing market, it’s extra-value features are more 
ve advertising in consumer, camp, architect and builder magazines. important than ever. 

rs 
ed 
ts 
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“1 stand solidly behind the Heatilator 
Fireplace!” says Leo Marcoux of Law- 
rence, Mass. Write today for full in- 
formation. Heatilator, Inc., 959 East 
Brighton Avenue, Syracuse 5, N. Y. 

















st “1 get extra sales by mentioning Heatilator Fireplace every 


chance I get,” says R. A. McEnery of Erie, Pa. The Heatilator 
unit is a heavy-gauge steel form, complete from hearth to flue. 
te Smokeless, troublefree, easy and economical to install. It gives 
you extra profit on every fireplace sale. 


k, ss Heatilator is the registered trademark of Heatilator, Inc. 
Ww 
t’s easier to sell... It’s easier to make a profit on 
u. 
oi 
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THE GETTYSBURG BUILDING SUPPLY COMPANY 
interior remodeling and repair campaign started with a 
direct mail piece that reached nearly every mailbox in 
town. Here the office secretary, Doris Hann, is getting the 
mailing ready. 








and Mrs. J. L. Caufman. They had been thinking of con- 
verting a two-story concrete block chicken house into 
four apartments. And the interior board and tile shown 
in the broadside looked as if it might be just the thing 











MRS. CAUFMAN WASTED NO TIME 
getting to the telephone to call Gettys- 
burg Building Supply Company to ask 
about this interior board shown in 
the direct mail piece. 


with which to finish off the inside of the apartments. 


AT THE OTHER END OF THE LINE, Bill Musser, one of the owners of the 


company, assured her that this interior board would be just the thing for their 
remodeling project. And he assured her that a man would be out as soon as 
possible to go over the project with them. 


How Pennsylvania Dealer Builds 


Hard-hitting, well-planned promotion campaign sells prospects on 
advantages they will receive by improving their buildings. 


An intensive campaign for 
repair and remodeling is pay- 
ing off in extra profits for 
the Gettysburg (Pennsylvania) 
Building Supply Company. 

Bill Musser and Sam Miller, 
co-owners, decided last spring 
that the time was right to start 
such a campaign. But rather 
than tackle the whole repair 
and remodeling field, they chose 
to concentrate on building inte- 
rior remodeling business. 

Musser gives two reasons for 
choosing an interior repair and 
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remodeling campaign. “First, 
nearly every homeowner is a 
prospect for some kind of inte- 
rior remodeling. He may want 
to finish off an unused attic, 
convert a catch-all basement 
into an amusement room, or 
turn a spare bedroom into 
a combination study - sewing 
room. And, second, our line of 
decorative interior board 
seemed just right for any of 
these interior remodeling jobs. 

“We handle a line of insulat- 
ing fibreboard, which is avail- 


able in large four-foot sheets, 
as plank, and as tileboard. And 
it comes from the manufacturer 
in a variety of colors, doing 
away with the decorating prob- 
lems after it is applied. The 
ease and speed of application 
are other desirable features of 
these boards,” Musser says. 
As to the actual campaign, 
it was set up to cover a three- 
week period and to include 
newpaper and radio advertis- 
ing, direct mail, showroom dis- 
play, and personal telephone 
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HERE THE REMODELING MATERIALS are on the site 
and ready to make brand new living space out of an old 


building. 


BEFORE SENDING A MAN OUT to see the Caufmans, 
Musser and the salesman, Nelson Groft, went over the 
samples that Groft was to take with him when he called 
on the Caufmans. 





Remodeling Sales for Profit 


calls. The interior board man- 
ufacturer helped plan the cam- 
paign, according to Musser. 
They furnished mats for news- 
paper ads, displays, and direct 
mail pieces, complete with the 
Gettysburg Building Supply 
Company imprint. 

One of these direct mail 
pleces, an attic expansion 
broadside, was used to open 
the campaign. In pictures and 
In copy, it told how easy it is 
to convert an unused attic by 
using decorative wallboard and 
tileboard. 

This was followed by news- 
paper ads and radio spot an- 
nouncements, all built around 
the idea of adding more living 
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space to your home by using 
a decorative interior board in 
repair and remodeling. More 
of the same—newspaper and 
radio advertising—was used the 
next week. 

By this time, interest was 
beginning to grow in the cam- 
paign, Musser said. People 
were calling the yard office ask- 
ing for more information. Then 
the second direct mailing, com- 
plete with a business reply 
card, was sent out. 

This time it was a letter, over 
the signature of Musser and 
his partner, Sam Miller. In 
part the letter said: 

“There are three easy meth- 








GROFT, RIGHT, WENT OVER THE entire project with 
Mr. Caufman, explaining how the decorative wallboard 
and tileboard would fit his needs. At the same time, Mr. 
Caufman asked about the other materials he would need 
in completing the apartments. Groft assured him that the 
yard could furnish all material needed. 





HERE IS A CORNER of one of the finished apartments 
already occupied. Gettysburg Building Supply Company 
has profited from the business and Caufman is profiting 
from the rent income he now receives. 


ods of getting the work done 
. . . do it yourself (we'll be 
glad to help you plan it)—se- 
lect a contractor of your choice 
—or have us recommend a good 
contractor to you.” 

The letter closed with a di- 
rect appeal for residents to 
stop by the yard and see sam- 
ples of “these beautiful inte- 
rior finish products. We’ll be 
happy to give you free esti- 
mates—at no obligation, of 
course. Just call, or mail the 
enclosed card.” 

Response in returned cards 
and calls asking for additional 
information was excellent, ac- 
cording to Musser. “We an- 
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NOW! Ready for You! 


JUMBO ADVERTISING KIT — 


to make your store HEADQUARTERS for 


- - 
a tow UR PO S E 
WINDOW MATERIALS 








KIT CONTAINS 


TIE IN with R-V-LITE’s intensive Con- Colertel Counter Shalay 


sumer Advertising program reaching suggests year ‘round uses 
MILLIONS of readers of top consumer Striking Window Poster 
publications and over leading radio sta- affords double impact 
tions, reaching buyers in your commun- Transparent R-V-LITE Banner 


permanent store sign printed on 


ity. Remind those ‘‘pre-sold’’ prospects R-V-LITE 


that your store is headquarters for these 





E Co “Sampler” Folders 
all-purpose materials of 1001 uses about contain actual swatches of olf 6 
the farm and home. Use these valuable types of R-V-LITE 





sales month in and month cut. for wall, door, counter or shelf 


selling helps to make more R-V-LITE 5 Novel Self-sticking Signs 
edges 


Newspaper Ad Mat Sheet 
shows wide variety of free mats 
available 


SELL WINTER COMFORT 
and FUEL SAVINGS 


Feature all 6 types of R-V-LITE for 
Storm Doors and Windows 
and Sunporch Enclosures. 


Ask Your Wholesaler 
for Your FREE Kit Today! 


A RVEY ~CORPORATION 











swered each card inquiry with 
a personal phone call as soon 
as possible, finding out what 
type of interior remodeling the 
party was interested in. Algo, 
we urged them to come into 
our showroom to see samples 
of the boards.” 

Typical of many is the re- 
sponse of Mr. and Mrs. J. L, 
Caufman, shown in the accom- 
panying photographs. This 
Gettysburg couple went into 
action after receiving the open- 
ing mailing. They saw a use 
for decorative interior board 
and tileboard in a_ two-story 
concrete block chicken house 
they planned to convert into 
four apartments. 


The Caufmans expressed 
their interest in using decora- 
tive wallboard and tileboard, 
and the yard sent a man right 
out to talk to them. He showed 
them color samples of the 
boards and discussed the job 
they had in mind. And within 
a week, Mr. Caufman was in 
the yard placing an order for 
the material he needed. And 
he didn’t stop with the decora- 
tive wallboard and _ tileboard. 
He ordered the other materials 
he needed to complete the job 
from Gettysburg Building Sup- 
ply Company — meaning more 
sales and greater profits. 

This is typical of just one 
of the many customers who 
were moved to action by the 
Gettysburg interior remodel- 
ing and repair campaign. Mil- 
ler and Musser are convinced 
that it was the combination of 
the five promotional forces— 
newspaper ads, radio spots, 
direct mail, showroom display, 
and personal contact — that 
made the campaign a success. 
Each factor added to the audi- 
ence reached by the promotion. 


In summing up their attitude 
they said: “This type of pro- 
motion takes the emphasis 
off the individual product and 
accents the results of using our 
products. An attractive amuse- 
ment room or an extra bedroom 
is much easier to sell than the 
individual products. 

“Another thing, we find that 
promotion of the end result 
takes the accent off price. This 
is good for the dealer and, in 
the long run, for the customer. 
He purchases materials for 
their adaptability to the job 
at hand rather than for their 
price alone.” 


=> 
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Lo-K 


Gives Your Customers 
GREATER 

INSULATING 

EFFICIENCY 


ae 
& . 


Lo-‘K”’ Insulation 


See our ad in 
HOME MAINTENANCE 
& IMPROVEMENT 


actually gives your customers 

greater insulating value . . . any 
way you look at it. Lo-“K’” has other ad- 
vantages, too .. . for both you and your customers 
. .. advantages that build business and profits for 
you. Check the facts and figures . . . then send for 
prices and complete information on this better, 


more efficient insulation. 


ye LIGHTER WEIGHT 

zx LOWER APPLIED COST 

x FLAMEPROOFED 

% WON'T SETTLE OR SAG 

%& MOISTURE AND VERMIN PROOFED 
ye MORE EFFICIENT 


Pe gate \o se ” 
\or \- wor” ot 
0° 3 ° 
goc* NY orn nee’® 
cremie® pet? <yP “1 INSULATION DIVISION 
give \\\ 
ee al LOCKPORT COTTON BATTING CO. 

go** 3 coerce 


§ Established 1870 Lockport, New York 
New York Office: 1407 Broadway 
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BECAUSE OF THE TREMENDOUS national advertising 
plywood receives, it has earned a high rating with home- 
owners and hobbyists. Strong point of sale displays will 
let your customers know your store yard is headquarters 


for a wide variety of styles and sizes. 
































for use. 





buying, is ideal in merchandising to the hobbyist. Many dealers display cut 
stacks, clearly priced, for take-away purchase. 


There’s Plenty of Profit in Plywood 


Features of easy installation, attractive finish, 
and economical cost, add up to sales-building customer 


interest. 


As one of the basic products 
stocked by every building ma- 
terials dealer and lumber re- 
tailer, plywood rates high in 
national interest to the home- 
maker. Much of this is due to 
powerful year-round advertis- 
ing by the manufacturers, and 
the consumer’s acceptance of 
their appealing theme: attrac- 
tive, easy to work with, and 
economical. 

These, indeed, are points to 
stress in your local advertising 
and point-of-sale merchandis- 
ing. Displaying a variety of 


144 


plywood styles to feature the 
eye-appeal of the numerous ve- 
neer overlays, is the ideal way 
to sell this popular item. Your 
promotion should bring out the 
facts that plywood is easy to 
paint; that it is one of the easi- 
est woods to work with because 
it does not call for complicated 
cutting, and is easy even for 
a “beginner” to nail down in 
making his own installation. 
Plywood can be recommended 
to the homeowner who enjoys 
doing his own work because it 
is economical as well. More- 


THIS STORE DISPLAY UNIT merchandises plywood at- 
tractively and in an attention-getting way. Types should 
be clearly divided, and complete pricing information given, 
Sales literature will be helpful in suggesting new ideas 














PLYWOOD 


Large size sheets. Ideal for cobi- 
nets and other interior uses. Per 
sq. ft. only 14c. All sizes plywood 
in stock at low prices. 








DEALER ADVERTISING which sug. 
gests easy do-it-yourself use of ply- 
wood to homeowner will boost sales 
on this demand item. Follow through 
with point of sale displays! 


over, it is easy, because of the 
size specifications in which it 
is sold, to estimate require- 
ments of a remodeling job such 
as completing the flooring and 
subflooring of an attic. 

Many new customers for ply- 
wood can be developed into 
steady and eventually large 
users, as a result of merchan- 
dising items cut to sizes most 
suitable for simple home needs, 
stacking and pricing, with a 
sign suggesting a “do it your- 
self” idea such as a chicken 
coop or cabinet. 

Capitalize on the ready sales 
market which national manu- 
facturers have created for you 
by energetic advertising and 
merchandising which illustrate 
the many uses for this quick- 
turnover item. 
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ON THE BACK OF EVERY PANEL... 


ok-fov the MarlteNamne 








REMEMBER— 
“MaRLITE’ on the back of every panel is the registered trade 
name for the world’s leading prefinished wall and ceiling panels 
... manufactured exclusively by Marsh Wall Products, Inc. 


REMEMBER— 

Every panel—whether semi-gloss (unpolished ) Velvetex MARLITE 
or high gloss (polished ) Deluxe MartirE—has the identical high- 
heat-bake plastic finish and meets the same standard of quality. 


REMEMBER— 


An intensive advertising campaign is selling the name “MaRLITE” 
... telling prospects about Mar ite advantages. So, point out the 
MARLITE name on every panel, it’s a “guarantee of satisfaction” 
... it will help you sell more Marutre. 





MARSH WALL PRODUCTS, INC., DOVER, OHIO 
Subsidiary of Masonite Corporation 


for creating beautiful 
PLASTIC-FINISHED interiors 


WALL and CEILING PANELS 
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A WINDOW THAT PUTS OVER a single powerful selling 


theme will attract attention. 
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HERE’S A SPACE-SAVING DISPLAY UNIT which sells 
doors as well as wallboard by letting the customer “see.” 


' MATEDIAES 





MAKE IT EASIER FOR THE CUSTOMER to buy by 





grouping related items and pricing clearly. 


, 


* 


stallation. 
man for you. 


Display -- Your Potent Sales Tool 


SHOW THE COMPLETE PACKAGE in vivid, actual in- 
It will “talk” more eloquently than any sales- 


Whether it’s packaged selling or over-the-counter business you re out 
to get, display will help you get more. 


Perhaps you’ve heard the 
story of the man who ran a fish 
store and wanted to build a 
sign reading “Fresh Fish for 
Sale Here by John Doe.” 

Well- meaning friends told 
him he didn’t need the word 
“fresh” because nobody sold 
anything but fresh fish. Then 
they persuaded him to elimi- 
nate “fish” because you could 
see and smell what he had in 
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his store. He didn’t have to say 
“*here” either, because that’s 
where his store was, and there 
wasn’t any need to use the 
words “for sale” because why 
else would he stock fish? 
Finally, he didn’t need his 
name on the sign because every- 
body in town knew him. The 
result was that his competi- 
tors, who didn’t mind the ob- 
vious, got all the business. 


That story may seem a little 
far-fetched when you apply it 
to modern retail display mer- 
chandising, but it holds a world 
of truth just the same. You've 
got to display your wares S0 
people know what you have to 
offer. And, because you've got 
competitors who stock pretty 
much the same products you 
do, you’ve got to make people 
remember your name and not 
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THIS DISPLAY OF MIRRORS, fluorescent lighting fix- 
tures and wall panels really invites the customer to stop, 


look and buy! 











SUCH STAPLES AS LIGHTING FIXTURES and nails are 
always in demand. Strong displays will also lead to “im- 


pulse” buying of these items by reminding customers who 
may have forgotten them. 





ROOMY AISLES, GOOD LIGHTING, encourage customers 
to do business with you. This fine hardware display stimu- 
lates sales through compact groupings of merchandise, 


mistake-proof pricing. 


theirs, so you can channel 
profits your way. 

There are two forceful, re- 
sult-getting ways to do just 
that: One, of course, is through 
the use of advertising, which 
will develop leads and draw po- 
tential customers to your place 
of business. The other is dis- 
play, your potent sales tool for 
turning those leads into direct 
sales). Many a customer has 
read a retailer’s ad and _ in- 
tended to buy the product ad- 
vertised, only to visit his store 
and find it so lifeless and un- 
organized that the original de- 
cision to buy turned into a de- 
cision that the item wasn’t 
needed after all. 

‘Why do some stores fail to 
wim popular approval and pa- 
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AN OUTSTANDING WINDOW DISPLAY is one that 
drives home a customer-appealing idea, dramatizes it by 
showing an alluring picture of results that can be ob- 


tained. This qualifies on all counts! 


tronage, while others which 
carry the identical stock of 
merchandise and may actually 
be situated in less desirable 
business locations do a _ land- 
office trade? The answer may 
well be the individual owner’s 
ability to display merchandise 
at point of sale. For it’s a well- 
known axiom in every retailing 
field that he who displays, 
sells! 

In our study of display and 
its many phases, we shall in- 
vestigate the potentialities of 
different types of effective 
store merchandising and, sec- 
ondly, determine how to aim at 
more over-the-counter sales. 
For in the building materials 
industry, there are two kinds 
of sales: the job, or package, 


or long-range sale which in- 
volves protracted payments; 
and the quick-turnover, small- 
item sale which, of course, can 
well develop into repeat busi- 
ness and full-scale remodeling 
or construction. 

The primary consideration 
in effective store merchandis- 
ing, whether the retailer has 
to meet stiff competition from 
rivals located nearby or in the 
community he serves or 
whether he is the only mer- 
chant offering his types of prod- 
ucts and services in that area, 
is that of getting the utmost 
sales potential out of the actual 
physical elements of his store 
or display office. And, because 
it is the outside of the store 
which motorists and _ pedes- 
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STORE AND OFFICE CORNERS can 
draw traffic if they are properly 
lighted, offer good values in eye-ap- 
pealing display. This attractive lock 
merchandising setup has good color 
contrasts to draw the eye. 





EVEN AT NIGHT, this window display is unusually effec- 
tive because the eye appeal of the posters and card, the 
arrangement of tie-in items built around the ‘new look’ 
theme, the avoidance of cluttering by showing too many 


+22 > 
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A GOOD EXAMPLE OF RELATED 
SELLING is this extra demonstrator 
in the paint department, aiming at 
selling more hardware to repainting 
and remodeling customers. 


items, all combine into one powerful impression. 


trians first see and judge, the 
first principle of good store 
display is that signs and win- 
dows should make a vigorous 
sales impression on every po- 
tential customer who comes 
within their range. 

The sign should give the re- 
tailer’s name and tell swiftly 
and unerringly what kind of 
service and business he is en- 
gaged in. This may be a state- 
ment of the overly obvious— 
yet there still exist retailers in 
every industry who seem to 
have been persuaded as was 
the man selling fresh fish! 
Even in the small town where 
the retailer may be the only 
one of his kind dealing with 
the public, it is vitally impor- 
tant to give as much informa- 
tion in the sign as will inform 
the customer that here is his 
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headquarters for lumber and 
building materials. For a great 
deal of out-of-town business 
may be lost if these prospects, 
when they pass through your 
town, do not know what you 
have to offer them. 

The sign should have high 
visual impact, be attractive and 
in keeping with the layout of 
the store or office. It is, in 
effect, your calling card, and 
consequently should have as 
much dignity and eye-appeal 
as would the latter. It should 
be designed for quick reader- 
ship by motorist and pedestrian 
alike, so that a single glance 
will suffice to inform and to 
attract. Consideration should 
be given to night-lighting of 
the sign so that it may render 
24-hour duty. Often this may 
be instrumental in attracting 


THE HOME WORKSHOP THEME is a real profit-maker 
around back-to-school and holiday time. 
chandise is efficiently organized, at eye level, related so 
that purchase of one item can well lead to others. 





THIS ENAMEL MERCHANDISER, 
flanked as it is by informative sales 
literature and located at a high-traffic 
point in the store, adds extra profits 
by “stopping” customers. 











r . tay 


Here the mer- 


prospective customers who may 
be driving through your town 
or city. 

The next and a supremely 
important element of store 
merchandising is the store win- 
dow. Think of it always in 
terms of “putting your best 
face forward.” For market re- 
search experts estimate that 
the average passerby spends 
about five seconds looking at 
a store window. That means 
you must make a favorable im- 
pression almost instantaneous- 
ly if you are to get attention. 
Needless to say, the windows 
should be clean and sparkling 
at all times so that the mer- 
chandise displayed behind them 
can be seen at their very best. 

Ideally, the store window 
should act as a magnet to draw 
customers inside. If it Is 4 
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HERE’S THE BEST aa 

COMBINATION FOR A : 

QUALITY EXTERIOR WALL 
AT LOW COST! 
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These large tough boards protect the house where 
protection is most important. They reduce construc: 
tion costs, too, because the big sheets are easy to handle, 
can be applied more quickly and with less waste 
material. For the exterior finish, use .. . 
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Can be applied directly to J-M Weathertite* Sheath- 
ing (no building paper needed), using self-clinching or 
self-locking nails as illustrated. This type of construc- 


tion is being used on many F.H.A. projects through- 
out the country. 





any ~ 


Diagrams show action of 2 self- 
clinching types of nails. After the base 
of the nail head strikes the shingle, 
further tapping flattens the head and 
clinches the foot against the backside 
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voce AE of the Weathertite Sheathing. 
J-M Asbestos Siding needs no further finishing, cuts aces 
annual upkeep expense for the owner. The new J-M For further information about J-M Weathertite Sheathing, 
Smoothgrain comes in white or soft pastel colors. J-M Asbestos Siding, and Esnail and Loc-Nail fasteners 


write Johns-Manville, Box 290, New York 16, N. Y. 


*Reg. U. S. Pat. Off. 


Surface is smooth but graining is so striking vertical 
joints and exposed nail heads seem to disappear. These 
two J-M products give you the best possible combi- 
nation for exterior walls of lower cost, longer life, 


ile Ul 
and finer appearance. Johns-Ma nville PRO LV] 3 
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A “LIVE” WINDOW DISPLAY draws 
customers like a magnet to the store. 
Whether you show one or many prod- 
ucts in it, take pains to change it 
frequently, aim for pleasing color con- 
trasts, and obtain at least one major 
“focal unit” which will draw the eye. 


VONNE‘! 








HERE IS A STRIKING WINDOW DISPLAY which con- 
veys the “learn by doing” and “do it yourself’ idea to 


potential customers. 


“live” window, it can do just 
that. If you are located in a 
business district with other re- 
tailers around you, your win- 
dow is going to have to vie for 
customer attention even more 
strongly. Hence the more “life” 
you can put into it, the more 
sales interest it will hold for 
that average five-second im- 
pression. 

What do we mean by a “live” 
store window? Briefly, it is one 
embodying strong light and 
shadow and color contrasts, at- 
tractive physical arrangement 
of products displayed, and a 


basic sales theme which is 
powerfully and swiftly con- 
veyed to the observer. Merely 
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HARDWARE?’ CO. 


Light background 
chines stand out with a visual impact on the observer. 
Booklets suggest easy ways to learn how to use these 
tools. Such a window draws plenty of walk-in inquiries. 





ee 








ae 


YOUR SIGN AND WINDOW are two basic display elements which make an all. 
important first impression on passersby and motorists—all your prospective 
customers. The human eye spends on an average of five seconds a look—make 
that first look count by merchandising your own place of business in an out. 


standing eye-appealing way! 





makes the ma- 


to display an assortment of 
items with no unifying “theme” 
to them is not enough to hold 
the attention of the passerby. 
Even if you want to show your 
customers that you can offer 
them a complete line of build- 
ing materials and accessories, 
you will weaken rather than 
strengthen the sales appeal of 
your window by displaying ex- 
cessive variety merchandise 
merely to show quantity. 
Even if most of your busi- 
ness is done with builders and 
contractors and very little with 
the general public, you will 
still find it to your advantage 
to have a striking window dis- 
play built around a single sales 


and counselorship 





CASH AND CARRY CUSTOMERS represent an important 
phase of the dealer’s business. Counter displays of de 
mand merchandise attract the shopper’s eye, enable the 
salesman to talk up other products. Personalized service 


in retail selling to over-the-counter 
homemakers build good will and repeat business. 


theme. By this term, we des- 
ignate a main merchandising 
idea .. . such as spring clean- 
ing and remodeling, seasonal 
painting, winter insulation, 
homemade holiday gifts and 
the like. Whether it’s wallboard 
or kitchen appliances, flooring 
or shingles you want to pro- 
mote, build your window dis- 
play just as if you were talking 
up that idea to a_ prospect. 
Make sure it tells the story 
concisely and with powerful 
eve appeal. 

The best way of doing that 
is by showing actual products 
in use wherever you can. 
you’re merchandising flooring, 
show an actual installation m 
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Yes . . . you’ll haul more for less with a Dodge *‘Job-Rated”’ 
truck that’s factory-engineered to meet your requirements 
for handling building supplies and materials. 


You'll be able to carry bigger loads of building supplies with- 
out danger of overloading. Balanced Weight Distribution 
assures that the right proportion of the load is carried on each 
axle. On many models, greater payloads than ever before 
are assured by increased axle capacity. 


At loading platforms and construction sites, you’ll enjoy the 
greater maneuverability and short turning diameter made 


possible by short wheelbase, wide tread front axle, and 
cross-steering. 


And these are the most powerful trucks in Dodge history! You 
get “Job-Rated’”’ power—plenty of thrifty power that’s right 
for your job! Furthermore, low upkeep costs and long truck 
life are certain because of traditional Dodge dependability. 


Let your nearby Dodge dealer show you how these new 
Dodge “Job-Rated”’ trucks can save you money. See him soon! 


J0b-Rolad' TRUCKS DO THE MOST FOR YOU 


Burpinc Propucts MERCHANDISER 


RICHARDSON. TEXAS 





How Dodge trucks are “Job-Rated”’ 
for the building supply business 


A Dodge “Job-Rated” truck is engineered 
at the factory to provide the best in low- 
cost transportation . . . last longer . . 
save you money. 


Every unit from engine to rear axle is 
**Job-Rated”—factory-engineered to haul 
a specific load. 

Every load-CARRYING unit—frame, axles, 
springs, wheels, and tires—is engineered 
to provide extra strength and capacity 
necessary to support the load. 


Every load-MOVING unit—engine, clutch, 
transmission, propeller shaft, rear axie, 
and others—is engineered to move the 
load under the most severe operating 
conditions. 


From a wide range of models, you can 
select a truck that meets your operating 
conditions. 
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HOME IMPROVEMENT, remodeling 
and construction books and magazines 
are ammunition firing at your target: 
the customer’s dollar. That’s why a 
display of such material at point of 
sale is a valuable sales-builder for you. 
If the homemaker shows interest, the 
salesman has a fine chance to offer 
suggestions that will lead to sales. 





to draw traffic if it is properly merchandised. Advertise 
it in advance, talk it up in a sign or ad reprint in the 
store window, and set the demonstration off in a location 
where ample traffic can be accommodated. The alert sales- 
man utilizes the opportunity to suggest related items. able. It gets fast turnover on a low-profit product. 


miniature scale: a few square 
feet of sample flooring or a 
large section, depending on the 
size you have at your disposal. 
Make it seem realistic, as in an 
actual house, through the use 
of a piece of furniture and a 
lamp. Try to convey the idea 
of a comfortable, attractive 
room enhanced by the flooring. 
Or. if space does not permit 
such a large-scale _ project, 
dramatize the display with 
vivid, eye-appealing pictures of 
actual installation which can 
be obtained readily from the 
manufacturers whose products 
you stock. 

If you’re going after new 
construction, the “theme” may 
be expressed by the display of 
scaled-down models of houses 
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KITCHEN ACCESSORIES, displayed 
in three graduated table tiers as 
shown here and priced clearly, justify 
such merchandising by giving cus- 
tomer satisfaction and leading to re- 
peat business for other items in the 
store. This type of display allows the 
customer to handle and inspect mer- 
chandise freely. 


Pi 


framed by blueprints and pho- 
tographs of homemakers plan- 
ning their new home. In other 
words, look at your own dis- 
plays as a customer would: 
ask yourself, does this window 
tell me anything about the 
product offered for sale? Does 
it suggest why I need it and 
should stop here to bny it? 
The customer will answer those 
questions in a profitable affirm- 
ative answer if your window 
displays are alive with sugges- 
tions that talk his own lan- 
guage. And very often a suc- 


cessful display will crystallize 
a prospect’s merely vague in- 
terest in remodeling and con- 
struction into a desire to buy. 

One final word on store win- 
dows—change their displays at 


THIS NAIL MERCHANDISING UNIT will draw traffic 
towards the store corner where higher-profit items are-on 
display. Its open accessibility not only allows the cus- 
tomer to serve himself when clerks are busy, but also 
shows him immediately what sizes and types are avail- 





MANY DEALERS SELL AND RENT 
car-top carriers to encourage over-the-. 
counter lumber sales. Customers for 
this service often develop into highly 
profitable accounts on long-range jobs, 


y) iszn_cxesi SERB 
_Hik sti ive (TEER 


least once a month. Keep them 
clean and attractive at all 
times. Rearrange the items, if 
you do nothing more. In mer- 
chandising to cash and carry 
customers, you will get more 
“life” and attract more new 
prospects by frequent display 
changes, depending on what 
you are featuring for sale. 
This will be illustrated further 
on. 

Now we assume that the 
prospect, having seen your sign 
and your window, is ready to 
enter your store. The good im- 
pression of those first two ele- 
ments must therefore be 
strengthened to turn interest 
into sales. 

In many types of business, 
surveys have been made to de- 
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FEATURED BY BUILDING MATERIAL DEALERS FROM COAST TO COAST 


THOMASON 
FLUSH 


BITIXN IR 


ALL WOOD THROUGHOUT 








For Interior and Exterior Use 





If you are not stocking these fast selling flush 
doors, it will be definitely to your advantage 
to investigate the sales possibilities in your 
territory. If you do not know the THOMASON 
distributor in your area, write us for his name 


and address. 


SOLD ONLY THROUGH DISTRIBUTORS 


Manufactured By 


THOMASON 


ee Rened megod es Tele waren, | 


FAYETTEVILLE e NORTH CAROLINA 
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TRUSCON...a name you cam 
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Residential Door 


No. 15/2 Scalloped 
Edge Corner Bead 


No. 51 Molding 





Self-Sentering Lath 


zB 


Cold Rolled 


anne'ts 


No. 14 Bull 
Nose Corner Bead 





& 





No. 46 
No. 45 Corner No. 7 Expanded 
Casing Clip Bead Clip Corner Bead 


Truscon has what it takes...for 





Pivoted Window 


Residential Sliding Closet Door 


No. 604 


Bull Nose 
Corner Bead 


Fe 

“S 

No. 8 Rib Steel 
Corner Bead 


Dad 


No. 15/2 
Scalloped Edge 
Corner Bead 


No. 12 
Wide Flange 
Corner Bead 


< t* 


No. 1 


Base Screed 
—Flush Type 








Diamond 
Lath 






























Architectural 
Projected Window ' 


Commercial 
Projected Window 






Herringbone 
Doublemesh 
Lath 





Hollow Partition Studs 


eee = ua", 
i or el 607 Bull 


Strip-Ite 





Nose Corner Bead 
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No. 3 Base 
Screed or Ground 
No. 72 Wide Flange Casing 


? 


No. 36 Short Flange Casing 


No. 49 Curved 
Point Base Screed 
with Corner Fittings 
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No. 34/2 Wide Flange Casing 


No. 23 Picture Mold 





Licciihndineteaae ree eee 


No. 351/2 Short Flange Casing 





No. 700 
Partition 
Cap 









No. 81 Wide Flange Casing 


LEE 


No. 31 Short Flange Casing 





better 





business 








Truscon has the exact design . . . the quality construction 
. the complete range of steel building products you need for building volume 
business and prestige in your community. 


Truscon offers one reliable source of supply for all these building 
necessities, available to you through the Truscon nation-wide system of 


sales offices and warehouses. 


Concentrate on Truscon Steel Building Products for dependable 
performance and user satisfaction on every job. 

Write for free literature describing the entire line of Truscon Steel 
Building Products for a better business program. 


TRUSCON® STEEL COMPANY youncstown |, OHIO 


Subsidiary of Republic Steel Corporation 


PRODUCTS 
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A NEXT-TO-THE-DOOR DISPLAY such as the one pic- 
tured here fairly invites the customer to take the tool 
in his hand and inspect it. Once that’s done, the salesman 
has a powerful “in.” This type of display, just as in a 
food store, serves both as a last-minute reminder and an 





{ 


EVEN IF YOU DON’T STOCK household appliances, 
you'll find it profitable to display model units as part of 
the package story. Interested customers can be referred 
to franchised dealers, who in turn will refer to you pros- 








impulse-to-buy merchandiser Notice uniform price tags. 





pects for your merchandise and services. Talking up ap- 
pliances, moreover, leads into a good remodeling story! 





A STANDOUT BRUSH DISPLAY is placed conveniently 
near paints, enamels and varnishes for plus sales. Price 
markers should always be clear and readable for the 
customer’s convenience. Many aggressive retailers stock 
such demand and good traffic items as this near the 
entrance to their store to assure customer interest, rely 
on store layout to encourage movement elsewhere. 


DEPARTMENTALIZATION BY WALL LETTERING as 
shown here directs the customer without loss of time to 
desired merchandise. Notice the effective use of store 
islands, and the prominence obtained for a display by 
utilizing a built-around unit with the vertical column. 
Also, use of manufacturers’ display material adds to overall 
eye-appeal. 


termine the potential dollar 
sales per square foot of selling 
area, with a view towards ana- 
lyzing what kinds of display 
build sales, how volume can be 
increased by directing store 
traffic to certain locations 
known as “hot selling spots,” 
and how to make slow-moving 
sections pay off by faster turn- 
over. In our own field, we be- 
lieve it equally important for 
the dealer to keep some sort of 
accurate check on the sales 
movement within given areas of 
Is place of business. 

Even if your merchandising 
display room is your office 


Buipinc Propucts MERCHANDISER 


rather than a_ variety-line 
store, analyze your business. 
Are there products you store 
in the warehouse which should 
be brought into the office where 
customers can see them as they 
come in? Remember that the 
sight of merchandise is valu- 
able in establishing a personal 
contact with the prospective 
customer. It leads to the adap- 
tation of that merchandise to 
fit the customer’s needs. Cer- 
tainly an attractive presenta- 
tion of samples of what you 
stock and want to promote 
should be on display at all 
times, and again, as in a store 


window, rearranged to give 
newness to the display. 

Let’s go back to the store 
and think about sales per 
square foot of sales floor space. 
As a comparative, you may be 
interested in the test made in 
1948 by the National Associa- 
tion of Retail Grocers which 
represents the country’s inde- 
pendent food dealers. A panel 
of 2,000 grocers was surveyed 
in each of the nine geographic 
areas which, marketing-wise, 
comprise the United States. It 
was found that 45 percent of 
the grocers averaged better 
than $1.25 per sale per cus- 
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THE ISOLATED FLOOR DISPLAY is useful for cash-and- 
carry selling, may be utilized to promote paints, cut lum- 
ber, garbage pails, cabinets, ladders and other types of 














S28 
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=" RUBBER 
FLOOR TILE 
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THIS TABLE DISPLAY OF TILE combines the funda. 
mental selling elements: assortment by colors, illustra- 


tion of product through eye-catching display material, and 





demand items. 


© BARCAIN 
COUN 


as well as the display itself. 


tomer, that the majority of 
them served less than 250 cus- 
tomers a day regardless of city 
size, and that as volume in- 
creased, the amount of sales 
per square foot increased. The 
average store had sales of ap- 
proximately $53.50 per square 
foot per year. 

Yet in the four highest vol- 
ume groupings among large 
city stores, neighborhood stores 
averaged less physical display 
and selling space than did 
other city stores doing compar- 
able volume—proving strongly 
that it was not so much size 
that counted as skillful mer- 
chandising to attract custom- 
ers. Also, that to keep abreast 
of competition, the retailer 
should aim at increasing the 
amount of sales made to each 
customer. We shall see how 
important this is in the over- 
the-counter sales effort in our 
own field. 
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THIS ATTRACTIVE BARGAIN COUNTER can be mer- 
chandised to the new customer as a spot to patronize 
regularly. One way of doing that is by reference to the 
section in the store ad, changing the specials each week 


attention-getting pricing. If you advertise a price, be sure 
to merchandise it at point of sale consistently. 





AN EXCELLENT DISPLAY OF LUMBER helps to pro- 
mote the dealer’s cutting service and pave the way for 
related selling of 
ecessories. By regular advertising and merchandising of 


many profit-making tools and ac- 


this useful service to the homemaker, dealers win favor. 


These stores, to obtain their 
volume, concentrated on de- 
partmentalization of products, 
displays at eye-level, related 
selling and strong displays in 
store “hot spots.” And these 
are merchandising fundamen- 
tals for our own field of en- 
deavor. 

Dividing sales areas in your 
store into carefully planned de- 
partments is extremely valu- 
able in getting customers to 
identify these sections as head- 
quarters for various kinds of 
merchandise. They will tend to 
return to these departments 
again and again once _ they 
learn how accessible and at- 
tractive these sections are. If 
you have good store traffic— 
particularly the cash-and-carry 
trade—departmentalization be- 
comes even more important for 
you. Wide aisles for ease of 
customer traffic, a store layout 
to encourage movement from 


one department to another, are 
vital considerations. It may be 
added, too, that proper store 
or office lighting is a stimulus 
to customer traffic. Avoid glare 
or excessive contrasts between 
light and dark. Make sure that 
locations towards the rear of 
your store or office are clearly 
visible and attractive enough 
to induce traffic to them. You 
may actually overlook a “hot 
selling spot” by keeping it “in 
the dark”! 

Merchandising at eye-level, 
whether of hardware, locks, fix- 
tures, lamps or panelling, is in- 
fallibly the most effective. 
Goods that are crowded away 
below or too far above that 
level will fail to get attention 
from the customer. In the paint 
and hardware business, for in- 
stance, there are many dra- 
matic case histories of high- 
percentage sales increases ob- 
tained on various items by tak- 
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‘ pes THERE'S NO BETTER 
hes SHINGLE VALUE ON THE MARKET TODAY! 
lus A® you can’t recommend a better all-around dependable service. Recommend TEX-LOK. 
are shingle for tough, rugged performance and There’s no better shingle value on the market 
hat protection — than TEX-LOK. This heavy duty, today. And — there’s no better name in asphalt 
a double coverage, interlocking type shingle hasbeen shingles than TEXACO — the name that millions 
why tested in every weather — and weathered every know and trust! 
" ; test! It’s built to resist high winds. And it’s fire- * * * 
“a resistant, TEX-LOK Shingles are available in the areas cur- 
hot Ht For new construction or re-roofing... for home, rently served from roofing plants at Lockport, 
in farm or commercial buildings... TEX-LOK makes ___ Illinois, Port Neches, Texas and Port Wentworth, 
a good-looking, long-lasting roof for years of solid, Georgia. 
vel, 
fix- i on) 
in- In the East...it’s 
‘ive. ma \ 
way TEX-LATCH 
eo Available in the areas 
nt served from the Edge Moor, 
iad Delaware roofing plant — 
Ba another top-performing 
ed Texaco asphalt shingle... 
= TEX-LATCH. Heavy duty, - 
balk double coverage and inter- Bo Se MEMBER OF THE 
locking. - ASPHALT ROOFING INDUSTRY BUREAU 
n& Buitpinc Propucts MERCHANDISER 157 




















Sagging clothes racks and “on closets are a thing of 
the past with smart, sturdy K-Veniences! K-Veniences 
double closet capacity — and they're non-sagging, extra- 
strong. Offer your customers the complete line of over 

40 space-stretching fixtures . . . scientifically designed 
to meet specific closet needs, yet fully adjustable to 
individual requirements. They're finished in gleaming 
chrome, easily installed with a screwdriver. Screws packed 


with each fixture. All tie racks gift-boxed. 


@ K-Veniences are backed by NANA 
consistent national advertising 


in American Home, House Beautiful, ANY NS W. 
WEE 


Better Homes & Gardens, House & ' 
Garden and Household. Grand Rapids 4, Michigan | 
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Cash in on the popularity 
of USE-TESTED K-VENIENCES 


A. Three-Tier Shoe Rack +785, holds 
up to 9 pairs of shoes. 


B. Four Arm Swinging Tie Rack +773, 


holds ties, bags, belts. 


C. Combination Hat Rack +782, holds 
6 hats, ties, belts, scarves. 


D. Clothing Carrier +1, slides entire 
wardrobe out into room. 


E. Hat Rack +1125, holds 2 hats 
against wall or door or under shelf. 


F. Hol-Mor Tie Rack +771, 36 spaces, 
pulls out at a touch. 


G. Swinging Arm Hanger +550, holds 
4 skirts or 4 pairs of trousers. 


H. Shoe Rack +4, holds 5 pairs of 
her shoes, or 4 pairs of his. 


Send for complete catalog 
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BY DISPLAYING CHAINS in a high-trattic section like 
the tool department, this dealer is certain to step up his 
sales. Merchandising-wise, it’s always good planning to 
take advantage of a store “hot spot’ when you want to 
push a specific product. 


it eee eet fi} % | 
NEW CUSTOMERS WHO SEE A COMPLETE STOCK of 
such staple items as pipe fittings, shown here, will be im- 
pressed with the dealer’s interest in service. Variety in 
style lends itself to spectacular attention-getting displays. 
Price markers should be clearly visible. 
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BUILDING 
MATERIALS 


NOTICE ADDITION OF SELF-MERCHANDISERS to this 
tool display. Introducing a new product in a department 
that has good traffic gets it off to a good start. The re- 


tailer can make his own tests to find the best selling areas 
in his store. 


THIS OUTDOOR SIGN, seen by motorist and pedestrian 
alike, does a most effective job of institutional selling. 
Where you have special services to offer the customer, 
forge ahead of competition by merchandising them in 
every possible way. 





MAN © 


ing them from lower-shelf level 
and raising them to get cus- 
tomer attention. And _ high- 
markup products especially 
merit this kind of merchandis- 
ing treatment at point of sale. 
Correlated with eye-level dis- 
play are clearly visible pricing 
and any specification data 
Which the customer should 
know. This saves the customer’s 
time and yours. Moreover, the 
use of such store material as 
price and counter cards and 
posters will serve to direct traf- 
fic to the merchandise. Looking 
at the subject conversely, we 
May say that anything that 
eeps the customer away from 
the merchandise is ineffective 
merchandising. If you’re sell- 
Ing nails in bins, place them 


Buipinc Propucts MERCHANDISER 


within easy access so types and 
sizes, as well as prices in quan- 
tities, offer themselves strongly. 

Fixtures and accessories 
should be grouped as to types, 
with eye-appealing price mark- 
ers. Remember that store dis- 
play material, which includes 
price markers, often leads to 
impulse buying, one of the most 
highly profitable merchandis- 
ing trends any dealer can en- 
courage. And impulse buying 
on the part of the cash and 
carry customer particularly, 
as will be pointed out, builds 
volume and turnover. 

Related selling, too, is one 
of the most valuable methods 
of strong display merchandis- 
ing. Briefly, it means the dis- 
playing of one product or a 


group of products with one that 
suggests the logical use of the 
other, or, considering it broadly, 
grouping units into a single 
sales package that heightens 
the customer’s desire to buy. 
Typical examples are paints 
and enamels with brushes, ham- 
mers with nails, fuses with 
wiring and lighting fixtures, 
wall with base cabinets, electric 
drills with bits. In the package 
category, the complete garage 
door installation or the com- 
plete kitchen may be illustrated 
and merchandised by an over- 
all display of telling sales ef- 
fect. 

Store “hot spots” are areas 
which have proved to draw the 
greatest traffic and sales. Such 
areas, naturally, lend them- 
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Be Sure To Get Your Share Of The Bargains In Our Great February 


The response To This Sole Hes Been Terrific... But We Still Have Meny Wonderful Bargains Available! 


LIEBER’S } LIEBER’S 
APPLETON STORE! | NEENAH STORE! 
=e iia ida | HARDWOOD FLOORING: 
ouglas Fir 2 x Oe Sees Vae sa. ft. | 500° No. 2 Maple & Beech, 244" ... 23¥2c ft. 
Hom Sheeting 16 conomy so... 79aeee: | BOO! Nec TSN BIE ec hep 


26 e 
MILLWORK ITEMS: 224’ Pre. Finished 314" Clear Oak ... 25c ft. 
Birch 1 ponel doors — Sizes 1/6 x 6/6 to. .... WALLBOARDS: 


. .2/8 x 6/8 (Reg. 16.50) .......... $9.45 up | 840’ Consoweld, various colors, subject 
Birch Cupboard Doors to stock on hand. (Reg. 75c ft.) .... 55¢ ft. 
AGG oc tc ccecceccocecce 20% disc. | 300 sq. ft. 2” Ceiling Tile. 
PGI ic castccnscacecens GG eee 7c ft. 
Odd size Screens & Storm Sash . . . (Values to 20 Pco. 4’ x 4’ Bathroom Tile Board. 
6.95) . ee Assd. colors. (Reg. 40c ff.) ....... 25c ft. 
46 — Windows — 1 3/8" 
CS $2.50 ec. MILLWORK ITEMS: 
22—9x10, 3 Lt. Basement Frames. 

PAINTS: WEE dasa cduccsaeseacsss 3.75 ee. 
a preservative .......+0. Gol. Combination Se 4st Wind 
Rlagle stale .... cores ccccccce Gal. $1. ombination Screen an or L] 
Cabot’s White Shingle stain ...... Gal. $1.95 JUST CHANGE INSERTS. - _ 
Bruce floor wax and polishes ...... disc. 25° | 6 Sizes. Values to 15.65 J 


Truscon Concrete dressing floor dye . disc 25% | 79 _ aq Sosh, Sereens, Storm Sesh . " i 


HARDWARE: SIDEWALL SHINGLES: 
12 - Home shop wood clamps (Reg, 4.95) $2.95 | 18 Bis. U.S.G. Glatex Asbestos 
Fire place log grates -:t. 1, dise. 30% |  Sidewall Sgis. (Reg. 4.95) ....... 3.00 bdi. 


2 Stee! clothes poste (Reg. 5.25) 2.95 ea 
Many items of lock sets, and other hardwore items re- HARDWARE: 


duced up to 50%, see display ot our store. 


Push Brooms . . . Values to 5.95 ... 2.95 ea. | Combination Door Lock Sets, 
Rae. " | 
ROOFING: Wire Fence Tools. (Reg. 2.98) ........ 50 


3 Fireplace Dampers. Need Repairs . 1.00 ea. 


Odds and ends of various roofing and sidewall materials 
various colors and designs, values up to 7 5 
SUGEE OOF GUNES . coctcesececceess . | 


Many other items on sale too numerous 














FOR A 
Better Home and Garden 


Never Before Have We Offered Such A 
Complete Line of Lawn and Garden Tools! 


Full safety release 















“BUILT THE BEST” 
Quolity fectures throughout 
moke this 18° Devis Power 









new Flex-A-Matic Clutch in- 
sures easier operation and 
tree yee 






















































6" Stream- 
lined chossis and hard- 
S-blode cut: 
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two pieces 




















THIS AD IS AIMED at getting store traffic for cash-and- 
carry purchases. To correlate it properly, salesmen should 
be briefed on the prices for the special sale, store dis- 
plays should highlight the departmentalized offers of bar- 
gain products, and attention-getting price cards and 
blown-up ad reprints should be featured at point of sale. 


NOT ONLY DOES THIS attractively-prepared ad package 
all the merchandise offered around the single theme of 
spring gardening, but also it promotes all cash-and-carry 
products. Using the ad on store windows as a sales poster, 
as well as mounting it in the store itself to direct cus- 
tomers to the garden accessory department, adds to sales. 





































selves ideally to the promotion 
of items you’re most eager to 
push or to the introduction of 
new lines. You can make your 
own tests to determine what 
these places are in your store 
by moving the stock of one or 
more of your best sales lead- 
ers from week to week and 
charting the movement of sales 
in each new location. 
Demonstration displays are 
recommended to increase store 
traffic because it has the sales 
effect of a dragnet in drawing 
customers. The “how to do it” 
demonstration not only gets at- 
tention, but also educates the 
customer to the use of related 
products which you can trans- 
late into plus sales. Make sure 
that you have plenty of sales 
literature in hand for the 
demonstration, so that cus- 
tomers can take it home for 
reference and be reminded to 
buy later if they do not buy at 
the time of demonstration. 
There are many prospects 
interested in building and 
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remodeling who are rank ama- 
teurs when it comes to building 
materials and installation and 
who will be grateful to you for 
reference information explain- 
ing the working of tools and 
equipment. With customers like 
these, too, you can make sug- 
gestions that build related 
sales. Your display merchan- 
dising should always be tied in 
with personalized selling, for 
that is one of the finest serv- 
ices you have to offer. 

Display merchandising can 
and should be adapted to ap- 
peal to that highly important 
sales market, the cash and 
carry customer. For small cash 
purchases in the aggregate, if 
vigorously promoted, lead to 
substantial net profits at the 
end of the business year, and 
what is more important, pave 
the way to developing custom- 
ers whose expanded building 
material needs will prove high- 
ly profitable for you. 

As a result of increasing 
homemaker interest in remodel- 
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ing and “doing it yourself,” 
many dealers have added many 
new items to their stock which 
are primarily merchandised to 
over-the-counter trade. Hobby- 
ists—and their number is stead- 
ily increasing—are ideal pros- 
pects for cut lumber, paints, 
nails, brushes, sponges, wax, 
hand tools and many other 
quick-profit lines. Still more im- 
portant is merchandising to the 
woman of the family, who may 
want electrical fixtures, bath- 
room and kitchen accessories, 
wallpaper and _ floorings, or 
such holiday and anniversary 
gifts for their husbands as tool 
kits and the like. Then there 
are built-in conveniences like 
ironing boards, book cases, 
china cabinets and _ telephone 
shelves, which find ready sales 
among women customers. In- 
deed, by not stocking such 
merchandise, the dealer may 
not only lose their sales to such 
prospects may also lose profit- 
able opportunities to get al 
“in” for large-scale remodeling 
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RUSCO HOT-DIPPED GALVANIZED PRIME WINDOW 
winning rapid acceptance for all types of building 


Revolutionary new pre-assembled unit can 
be fully installed in minutes ...makes big 
savings in time, labor and maintenance 


SHAKER TOWERS, CLEVELAND, OHIO 
A Deluxe 92-apartment unit featuring the finest equipment throughout. 
Built by the Shaker Coventry Corporation. Rusco Prime Windows with 
insulating sash used exclusively on the 1,367 windows. 


ARCHITECT: Joseph Ceruti 
STRUCTURAL ENGINEERS: Barber & Magee 
GENERAL CONTRACTOR: Roediger Construction, Inc. 


HINK OF IT! A complete window unit—factory painted, 

fully assembled with glass. screen, built-in weather- 
stripping, insulating sash (optional) and wood or metal 
casing—all ready to place in the window opening. In 
many types of construction the Rusco Prime Window can 
be fully installed in 5 minutes or less! 
Architects and builders report substantial savings in time 
and labor on Rusco Prime Window installations. Mainte- 
nance is minimized, too, because of the triple weather 
protection of hot-dip galvanizing, Bonderizing and baked- 
on outdoor enamel finish. And standard-sized interchange- 
able glass and screen inserts permit making any breakage 
repairs in the maintenance shop, if desired. For full 
information and specifications. write Dept. 7, The 
F.C. Russell Co., Cleveland 1, Ohio. 


Wj HoO7- OIAPED (ELAN F420, 
PRIME WINDOW 


(VERTICAL Stioe) 
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RESIDENCE OF MORRIS GARFINKEL, FREEPORT, LONG ISLAND, N. Y. 
Rusco Prime Windows with insulating sash are used on all windows 
except the fixed units of this beautiful home. Used as flankers for the 
picture window installations, they provide rainproof, draft-free, filtered- 
screen ventilation. 


GLASS AND SCREEN INSERTS 
EASILY REMOVED FROM’ INSIDE 
FOR CONVENIENCE IN CLEANING. 
The Rusco removable sash fea- 





ture has tremendous appeal as a 
convenience and safety feature. 





a product of 
THE F.C. RUSSELL COMPANY, Dept. 7, Al-91, Cleveland 1, Ohio 


World's largest menufacturer of all-metal combination windows 


161 











its Quied, Gaty ond 





EXTENSION CORD 


TO SHOP 


Wer 


39c 
3-Way Socket 
oe 
Heavy Duty Plug Les) 
Sp se” | a Ee, 
Double Socket 
S? 39 , 
J 
Toggle Switch \ 7 
ek 25¢ V 4 
> Double iO 
& Porth we 
ee c 
us ard NATIONAL 
— CABINET HARDWARE 
wD se HINGES, Semi-concealed .35¢ pr. 
Base Plug CABINET DOOR PULL....29¢ ea. 
ye 10c HINGES, Ornamental ....35¢ pr. 
ERE 25¢ ea. 
CABINET DOOR LATCH....$1 
mgm SOAP and GRAB joyp KNOB PULL... 2900 
, 4° FRICTION CATCH ........ 49 ea. 
CABINET DRAWER PULL 39 ea. 


Chromium-piot- @] 
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CABINET DOOR LATCH 60c ea. 








ed, solid brass 





7-32 Crystal troy. 
—_— 


ADVERTISING AND MERCHANDIS- 
ING of low-cost, variety items helps 
lessen customer resistance to the 
price question, draws many new shop- 
pers who may simply come to save 
on certain items. 


and construction jobs. 

First of all, in appealing to 
what we may call quick-profit 
cash and carry customers, the 
dealer should play up in his ad- 
vertising the fact that he stocks 
just such merchandise as this 
type of trade would be likely 
to ask for at his store. Then, 
at point of sale, he should mer- 
chandise that advertising vigor- 
ously. Reprints of the ad 
should be used as display ma- 
erial. Many dealers clip out sec- 
tions of their ads and mount 
them on a hand-lettered sign 
as a “sales topper” in the de- 
partment or store section where 
that group of “bargain fea- 
tures” is located. 

The “bargain counter” is an 
ideal promotion for this kind 
of store traffic. Here may be 
stocked a wide range of items 
in demand by the casual or “im- 
pulse” shopper, priced for econ- 
omy sale and quick turnover, 
such as _ lightweight tools, 
brushes, base paints, lacquer 
thinners and paint removers, 
patching plaster. The display, 
just as in merchandising a 
larger-profit package, should 
be “alive,” not jumbled or 
badly organized, and be high- 
lighted by a sign to draw traf- 
fic. Also, the salesman respon- 
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ARDWARE 
for every purpose 


|] PLUMB HAMMERS .... 2.25 ta 2.85 
ais > vbeedeneee'e 1.45 


ENED GWE . cccccccecess 6.40 

DUE ocvcvctoccceeceoees 4.85 
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AUG . 4.95 

V4" Drill 19.95 1%" Drill Kit 41.45 

|} V2" Drill .. 39.95 6” Saw .. 59.50 
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24%," BELT SANDER... .. . 
Complete pa nye + Al 29* 
\ pieces 
NEW! HANDY-SIZE TEMPERED 
of strong, durable, easy-to-work Masonite Tempered Presd- 
wood (¥% in.) in CRAFT-PAK cartons! Complete with il- 


And Many Others —All Ideal Christmas Gifts 
TABLE TENNIS SETS 
With 60” x 54”, makes a complete 
Stands top 5’ x 9, per set of two 
PRESDWOOD IN PACKAGES 
Here’s what you've been wanting! Convenient size panels 
\f lustrated list of Popular Mechanics plans. Hundreds of 
| uses. Your choice of four practical CRAFT-PAK sizes. 
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Heatilators Ser Sevege Corner 
Build a fireplace that nea puPboards 


really circulates heat. Holds many quarts of 

All steel construction ; smc installed. Come 
with built-in firebox, Preserves, inexpensive, ag so you 

damper, smoke dome, 235 bes bd Be: color 

downdraft shelf. compact ........ . eme. Design C-¢529, 

u | Priced at only .. eagg 

—$——$_ 


o 
DOORS 
Outside, inside ang 
combination doors, . , 
| you'll find them alj 


| here made by Ration. 
| ally known millwork 


companies, 


PLYWOOD cssisrus 


If you are handy witk tools and like to make things for 




















Kitchen Cabinets 


Enjoy the pleasure and labor-saving con- 
} venience of a modern kitchen. Stop in 
| and we'll have a real kitchen talk! We'll 
help you plan a modern, step-saving CUR- 
TIS KITCHEN and give you complete cost 
information. 





























i] 6 Panels—113% in. x 23% in. ..... diese. Christmas stop in o- ¢ pick up your plywood in small or 
6 Panels—153%4 in. x 233 in. ..... Per Carton 1 89 large ee. ie s have .— — and hard- 
6 Panels—113% in. x 3534 in. ..... Per Carton 2.10 wa ee a ee. ee eee 
5 Panels—2334 in. x 35% in... Per Carton 3,50 | castrate 
ATTRACTING NEW CUSTOMERS to over-the-counter purchases is one sure 


way every dealer has at his disposal to add to his prospect list for repeat sales, 
This Christmas ad, suggesting as it does many bargain items through whose use 
the customer can make his own gifts for the family and friends, is aimed at that 


profitable market. 


sible for that section should be 
keenly alert to the possibilities 
of related selling, discussing 
the shopper’s problems, so as 
to develop full-scale job leads. 

Tool rental departments 
have, over the years, proved to 
be outstanding sales leaders in 
attracting the over-the-counter 
customer. This is because rent- 
ing a tool gives the dealer a 
valuable, personal contact with 
the homemaker, whereby he can 
talk over with her use and ap- 
plication. Suggest small items 
that go along with the job she 
has in mind, and often sell 
tools for long range home use 
as well as establish a steady 
customer for good-markup 
items. It is important to re- 
member that service is the 
function of any good merchan- 
dising display, and, carrying 
this axiom one step further, 
personalized service which aims 
at acting as a counselor and 
guide to the homemaker’s needs 
will bring about a very profit- 
able relationship between cus- 
tomer and dealer. 

In departmentalizing your 
store to attract the over-the- 
counter customer, it is ad- 
vantageous to use strong dis- 
play material which calls at- 
tention to special bargain fea- 


tures in these departments. 
Often, too, you can arrange 
several departments, or even the 
entire store, around a basic 
theme like spring cleaning. 

We’ve spoken of “impulse” 
buying earlier, and it goes 
hand-in-hand with _ over-the- 
counter selling just as in your 
general merchandising. In a 
survey made some three years 
ago by E. I. Du Pont de Ne 
mours and Company in 35 food 
supermarkets in seven large 
cities, it was found that 1845 
panel housewives who bought a 
total of 15,873 items purchased 
38.4 of that total entirely as 
a result of being influenced at 
point of sale by a merchandis- 
ing display ... in other words, 
nearly two out of every five 
items bought at the store had 
not been planned before enter- 
ing the store! From this it may 
be seen how valuable your dis- 
play merchandising can be to 
you by suggesting items to the 
homemaker through eye-level, 
standout displays of products 
you want to feature. 

Yes, display is a potent sales 
tool for you. The more you 
wield it, the more you vary it, 
the more you appeal to new 
customers, the more volume you 
can build! 
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Shoes by Bonwit-Teller, Chicag 


Oak is the flooring that means 
more profit to lumber dealers 


Dealers don’t have to “sell” oak—they capitalize on 
the fact that 85% of all prospective homeowners 
demand oak in their next homes. National Oak 
Flooring Mfrs. Assn., Memphis 3, Tennessee. 





with black and white lettering. 


REED’S IS ON A BUSY THOROUGHFARE some distance 
from the heart of Phoenix. The exterior is painted red 
After 


experimenting, 


PAINT HARDWARE.g 


pecmmansnarnanmomer, 
= 


in i. 
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Reed’s found that this color combination attracted the 
most attention. 


How Reed’s Salesmen Sell Home Improvements 


Phoenix firm has developed successful house- 


to-house selling program. 


“We’re telling the public that 
we have money for home re- 
pairs, and improvements,” says 
Allen Thum, manager of the 
Reed Lumber Co., Phoenix. 


This idea is the backbone of 
a successful house - to - house 
canvassing operation which 
Reed’s has been conducting for 
a number of years. 


“Our salesmen never spend 
time selling the qualities of var- 
ious building materials,” 
Thum adds. “They merely tell 
the homeowner that we can get 
the money for them, and that 
we can do repairs and altera- 
tions with a minimum of fuss 
and bother.” 

As a matter of fact, Reed’s 
salesmen have little knowledge 
of the lumber business. They 
are men who have been success- 
ful door-to-door canvassers— 
selling hosiery, vacuum clean- 
ers, Magazines, etc. 
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Reed’s salesmen find that 
some neighborhoods are more 
friendly than others when 
people know one another and 
are interested in one another’s 
activities. They have also dis- 
covered that these friendly 
neighborhoods have a greater 
sales potential than unfriendly 
neighborhoods. 


“It stands to reason,” says 
Mr. Thum, “that if Mrs. Jones 
is building a new patio fence 
or car port, her good friend 
Mrs. Smith who lives just up 
the street will look over her 
own house more critically and 
will want new improvements, 
too. And of course Mrs. Smith 
will ask Mrs. Jones if our work 
was completely satisfactory, 
and if it was, we just naturally 
get the job.” 


To make their canvassing as 
productive as possible, Reed’s 
men try to locate these friendly 


neighborhoods. When their men 
go into a new territory, they 
test it by making several pre- 
liminary calls, trying to deter- 
mine if the housewife knows 
her neighbors. If the salesmen 
get a cold reception, they move 
on to another territory. 

Typical of Reed’s success in 
friendly neighborhoods is the 
remarkable record of 12 sales 
out of 20 adjacent houses. 
New subdivisions yield more 
profitable sales than older lo- 
calities, Reed’s find. Subdivi- 
sions house younger couples 
with growing families who need 
extra bedrooms, fences, cal 
ports and additional storage 
space. 

People living in older houses 
are generally satisfied with 
their houses as they stand, 
since they haven’t done aly 
previous remodeling. These 
people are more interested I 
maintenance and repair than In 
remodeling and alteration. 

When Reed’s men canvass, 
they carry no booklets, pamph- 
lets or price books with them. 
Their primary objective is t0 
gain a friend for the company. 
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Their canvassing technique 
breaks down into three parts: 
1—The contact. 

9—Gain a friend. 

8--Remove obstacles to the 
sale (lack of money, know-how, 
etc.). 

In introducing themselves 
to prospects, the salesmen act 
more like a friend than an un- 
known salesman. They try to 
strike up a conversation with 
the prospect (usually the 
housewife) on any _ subject 
whatsoever—the lawn, garden, 
dog, etc. 

Even before mentioning the 
purpose of their visit, the sales- 
men encourage the homemaker 
to talk about her house. When 
necessary, they ask her if she 
has been contemplating any 
improvements — patio, fence, 
car port, redecorating, etc. 

If the woman invites the 
salesman inside, he always 
waits for her to be seated, then 
selects a straight-back chair for 
himself. He never selects the 
easy chair or sofa, which tends 
to make him look too relaxed 
and unattentive. 

After the prospect outlines 
needed improvements, Reed’s 


——_-, 





salesmen estimate the cost, and 
file a Title I application for 
that amount. Only after the 
application has been approved 
for the estimated amount does 
the salesman take a contractor 
to the prospect’s home for an 
exact estimate. Thus, if the 
prospect’s credit is unsatisfac- 
tory, the salesman has not lost 
hours of valuable selling time. 


Reed’s salesmen remove the 
principal objections to the sale 
by showing the homeowner how 
easy it is to borrow money for 
home improvements. They pro- 
vide a competent contractor for 
the homeowner or detailed in- 
structions if the homeowner 
wishes to do the work himself. 
On the first call, the salesmen 
never go into detail about the 
type of doors, hardware, lum- 
ber, etc. that will be used on a 
job—that is usually left to the 
contractor. 


The salesmen find it takes 
three or four calls to carry a 
job through to completion. The 
salesmen are on a drawing ac- 
count; receive 5% of the ma- 
terials bill of sale from Reed’s 
and 5% of the labor costs from 
the contractor. 
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MIXED CARS 
STRAIGHT CARS 
SOUTHERN 


SOUTHERN 
HARDWOODS 


FLOORING 


Maintenance and Improvement Jobs | 
New Home, Farm Construction 


marked and trademarked — for your assur- | 








[Reed's Commercials] 


Reed’s relies on radio and house-to- 
house canvassing for its leads. The 
company has spot announcements at 
7 a. m. and 11 a. m., each day. It also 
has a 15-minute transcribed musical 
show three nights weekly at 10:45 
p. m. Below is one of Reed’s com- 
mercials; — — — 


If you’re short of cash these days, 
you can at least take consolation in 
the fact that you’re not alone! We 
are all interested in ways of saving 
money and that’s one of the reasons 
why Reed Lumber Company’s free 
home improvement planning service 
is such a real help to expense-ridden 
folks these days. 

By participating in the Reed Lum- 
ber Company’s amazing low-cost fi- 
nance plan on home improvement and 
remodeling, you may realize $10 for 
every one that you invest in your own 
job! 

To give you an example of how 
reasonable Reed’s terms are, let’s say 
that you were building a patio for 
$195. Through Reed Lumber Com- 
pany’s finance plan, your monthly 
payments would only be $6.50 over a 
reasonable period of time. 

For money in your pocket through 
savings on home improvement or re- 
modeling, call the Reed Lumber Com- 
pany first thing tomorrow. The 
number is 81-5-81....81-5-81. 











When you want top quality lumber, send 
your orders to Louisiana Central Lumber 
.Co. Our lumber comes from fine quality 
timber. It’s well manufactured. It is treated 
for prevention of sap stain. 


Lumber Products for | 





It is grade 








Louisiana Central Lumber. 


ance of quality. On your next order specify | 


LOUISIANA CENTRAL LUMBER CO. 
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CLARKS, LOUISIANA 
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THE SALESMAN’S JOB iS SIMPLIFIED if the display is 
a “live” one. Actual installation model helps win cus- 
tomer approval, as do enlarged photos of suggested prod- 


1 ws 
SET UP YOUR 


FLOOR COVERING DISPLAY in a good 
location. Have explanatory literature available to help 
do the sales job. 


PLAN-A-FLOOM 


with { 


aygen nt 
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Go After More Floor Covering Sales! 


Beauty... 
pride of ownership . 


Since World War II, im- 
provements in materials and 
designs of modern floor cover- 
ings, together with national ad- 
vertising and glowing writeups 
in women’s home magazines, 
have directed increasing con- 
sumer attention to these attrac- 
tive products. As a _ conse- 
quence, the dealer who goes af- 
ter floor covering business is 
bound to garner extra profits 
and increased sales volume. 
Coverings for Specific Uses 

The major styles in demand 
are asphalt, cork, rubber and 
plastic tiles, and linoleum. 
Each has its own application, 
based on the customer’s needs. 
Asphalt is a thermoplastic ma- 
terial satisfactory only when 
the sub-floor is smooth, sound 
and without irregularity. Cork- 
tile has valuable insulation 
qualities, is especially suited 
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economy .. 


for residential bathrooms and 
bedrooms. Rubber tile is re- 
commended where traffic is se- 
vere and long service is a re- 
quisite. 

The physical nature of the 
job to be done as well as the 
customer’s own preference 
largely determine choice. But, 
regardless of what type you se- 
lect for intensive promotion, 
there are several merchandis- 
ing elements to stress in deal- 
ing with customers which will 
boost your profits. 

Actual visual beauty is one 
of these, which can be played 
up in your sales talks and even 
more dramatically in showing 
model and miniature installa- 
tions. Economy is another im- 
portant feature, for many pros- 
pects still believe that the 
handsome modern types of 
floor covering are available on- 


. ease of installation and maintenance... 
. . are merchandising factors for your profit. 


ly to the wealthy. 

Equally important as a sales 
point is the ease of self-instal- 
lation, for by using a few sim- 
ple tools, the average home- 
owner can turn out a good job 
and at a considerable savings 
in labor cost. Pride of owner- 
ship is an intangible factor 
which can be played up to the 
prospect. 


Adequate Inventories 


It goes without saying that 
before you undertake a major 
promotion on floor coverings, 
you must have adequate inven- 
tories on hand, allowing for 
wide assortment of types, cdl- 
ors and designs. Then Cor- 
relate your display and your 
advertising in a concentrated 
effort. Samples of floor tiles 
in the window, inside the store, 
on the counter, draw attention 
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1 ARMSTRONG'S — 
ie Bis) BS | 


HERE’S A GOOD DEALER DISPLAY 


departmentalizing sign, compact arrangement of variety styles. 























of linoleum floor covering. Notice the 
This method 


of vertical stacking is simplified by using chains to bind the rolls. 








Buy Anything on Thrift's 
E-Z PAY PLAN! CAR 
10% DOWN \ @: 
Up to 36 Months to Pay = 
Extra Thick U. S. 
GYPSUM ROCK 








9"x9" BLOCKS HEAVY RUBBER 








(ULL) as i | ‘ Tite «0 WOOL INSULATION 
7 te 0: $050 >. roti o 
X\\ ) 2 8 4 ce m 





Per Block 
® Both 16-Inch and 
24-Inch Widths 
It's easy to handle! It's 
And my 
How it will save fuel for 


© Made of soft 
resilient LIVE 


easy to install! 


PP TIT I IIe oeseesesd 





rar 


SALE! 9"x9" BLOCKS 
ASPHALT TILE 


® In Marbieized Maroon and Black 
Patterns 


+t 
7 €  BLock 


The ideal floor for kitchens, bathrooms, or 
ens . . . easily cleaned—easily installed. 
Comes in 9x9" marbleized blocks that 
make a very practical design. 
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GO AFTER FLOOR COVERING SALES in your ads like this. Play up economy, 


beauty, ease of installation. 


from the start. Orderly ar- 
rangements as to types, colors 
and designs will focus custom- 
er Interest, facilitate selling. 
Dramatize your displays by 
helping the customer to see 
how the floor coverings look 
when completely installed. The 
manufacturers will make avail- 
able to you such useful mer- 
chandising tools as permanent 
display boards containing tile 
samples, reprints of national 
advertisements, placards pic- 
turing various room settings. 
Often these pictures will give 
you a theme for your own local 
advertising, such as urging the 


BUILDING Propucts MERCHANDISER 


Pictures of product in use get attention. 


prospect to cover the floor of 
his den or hobby room with a 
smart, comfortable new tile 
job. 


Demonstrations Valuable 


Demonstrations are invalu- 
able sales aids in building vol- 
ume for you. Stage an “install- 
it-yourself” promotion, well ad- 
vertised in advance and with a 
section of your store set off for 
a highlighted display. Along 
with these displays, show main- 
tenance machines like waxers 
and sanders on a rental basis, 
as well as in your ads. That’s 
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FOR THOSE CUSTOMERS WHO DO 
THEIR OWN installation, offer cut- 
ting, waxing and polishing machines 
on a rental basis. 


T FOR OLD. FLOORS 
- 2 


With proper care, hardwood 
floors give everlasting ser- 
vice and remain lovely al- 
ways. If yours have be- 
come dull and shabby, rent 


our Sander and Waxer for WAXER SANDER 
a day or two and re-new 1° 4o 
them with little effort and 

low cost. Come in and let A day A 

us show you how easy it is! rentel rente’ 





RENTING MAINTENANCE machines 
is a natural with floor-covering promo- 
tion. It leads to other product sales. 


another profit sideline tying 
right in, and it often leads to 
sales of other materials. 

The floor covering market is 
relatively new and far from be- 
ing sales-tapped. Any cus- 
tomer who’s thinking about a 
remodeling job for his house is 
a definite prospect for you. 
Merchandise and advertise to 
him, and you’ll get your real 
potential of this profitable bu- 
siness! 
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INVITING WINDOW VIEW into Southern Lumber & 
shows barbecue equipment, post lamps, 


Hardware Co. 


Selling Home Accessories 


Fireplace and barbecue equipment, garden 


furniture and similar products, 


provide substantial 


volume for New Orleans firm. 


“Sales shouldn’t stop for the 
the building materials mer- 
chant when the new home is 
built,” says Earl S. Robinson, 
Jr., manager, Southern Hard- 
ware & Lumber Co., New Or- 
leans. 

“We appeal to both the hus- 
band and wife in our newspa- 
per advertising. To the man 
we talk barbecues. It’s a line 
that with us sells all the year 
round, although April starts 
the season in this line. 

“Although we don’t build the 
pits, we sell all the materials 
for them and we can recom- 
mend bricklayers who can do 
the work. We also sell booklets 
which show the homeowner 
how to build his own barbecue 
pit.” 

One newspaper ad_ which 
brought excellent results, fea- 
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tured barbecue doors and 
grates. The copy read: 

“Build your own fireplace. 
Enjoy outdoor life this sum- 
mer. With one of these sturdy, 
all-metal units you can easily 
build your own barbecue pit. 
Doors and grates of heavy cast 
iron. Grates adjustable for 
burning either wood or char- 
coal.” 

The ad featured fireplace 
units at $18, $21 and $30 and 
offered a 52-page booklet filled 
with outdoor fireplace designs, 
construction hints and barbecue 
recipes. 

“We handle but one line of 
grills,” added Mr. Robinson. 
“In this way we are able to 
emphasize the desirable quali- 
ties of our line and eliminate 
comparisons. We handle a 
complete line of accessories in- 
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metal silhouettes and filigree iron work. 
items attract homeowners. 


Such decorative 


cluding charcoal, dishes and 
utensils.” 

Well-placed store exhibits 
and newspaper display adver- 
tising are the two _ principal 
means used to attract custom- 
ers. The store’s large display 
windows, changed every two 
weeks, show a brick and iron 
fireplace, several varieties of 
grills, and a full selection of 
accessories. The _ accessories 
are featured as Christmas 
gifts; the entire stock sold out 
last Christmas. 

“We appeal to women on the 
decorative side of the house,” 
continued Mr. Robinson. 
“People around here go for 
fireplaces. Our display of fire- 
place goods includes a_ set 
of electrically-lighted firelogs 
which we keep in operation. 
Most people prefer brass sets 
over iron because the glistening 
sheen brightens any room.” 

Many complete sets of and- 
irons, fire sets and screens are 
sold to people building new 
homes. The great volume of 
sales, however, is in fire blow- 
ers, fire seats, scuttles and 
other individual pieces. Decem- 
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lighted along the side of one wall. 


ber is the biggest month for this 
line; people buy these fireplace 
accessories for gifts and to 
brighten their own homes for 
the holidays. 

Metal house signs and metal 
animal silhouettes used as door 
and housefront decorations are 
especially good holiday items. 
Another fast-selling item is the 
coach light used as porch lights 
and patio illumination for mod- 
ern homes. 


FIREPLACE EQUIPMENT and coach lights are spot- 








good sellers. 


Garden furniture in metal is 
another good seasonal item. 
Iron filigree for porches and 
balconies is likewise in de- 
mand. Wrought iron doors, fili- 
gree arches over the doorways 
combined with antique coach 
lights make an artistic combi- 
nation. 

The house accessories are ad- 
vertised seasonally; the barbe- 
cue equipment in March and at 
Christmas; the fireplace goods 


FILIGREE IRON WORK frames an attractive door open- 
ing in this window 


display. Screen door grills are also 








at Christmas, and the garden 
furniture in the spring. Gen- 
eral building materials are ad- 
vertised the year round. 

The Christmas display ads 
usually include a coupon to en- 
courage mail orders. The store 
maintains a mailing list from 
these orders, and these custom- 
ers are occasionally circular- 
ized when new items are avail- 
able and at appropriate sea- 
sons. 
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MAKERS OF THE FAMOUS PT-91 PLASTIC TILE CUTTER 


NAME 





E seuLs MORE TILE! 


“much easier to complete 
the sale...” 


“in comparison to other 
rental equipment , tile 
cutters need the least 
maintenance . .. ” 


“increased sales volume... “ 





“both of these cutters paid 
for themselves... “ 


p< Ga SEE Ge 
Please send me FREE BUL- 

LETIN L on the JMJ Tile 

Cutter Rental Plan and name 

of nearest distributor. 


i 
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ATTIC SPACE FOR CHILDREN will solve crowded living 
problems for many families. These remodeling jobs need 
regular sales promotion in your store, radio and news- 
paper advertising. 








BASEMENT AFTER THE JOB was completed. Note that 
the gas meter seen in the “before” picture is now covered 
by a wall closet. (For “before” picture, see opposite page.) 


Growing Famlies Need Add-a-Room Package 


This story tells how dealers play up easy payments, added income and 


other inducements that lead to home-improvement sales. 


Is your family growing fast- 
er than your house? 

That’s the pertinent question 
that stops homeowners, makes 
them read your newspaper ad 
or mailing piece and take ad- 
vantage of add-a-room plans. 
With severe credit restrictions 
on buying new homes and some 
shortages of building materi- 
als, most homeowners are look- 
ing for a way to make their 
present houses expand with 
their needs. 

Real estate people find that 
the preponderance of demand 
is for three-bedroom homes, 
yet most of the existing houses 
contain just two bedrooms. For 
this reason, you can advertise 
that houses are more saleable 
and are worth much more than 
the addition costs when a new 
bedroom is added. 

Home owners are seriously 
considering adding a bedroom 
because they can’t afford to 
build under today’s stringent 
regulations. Furthermore, oth- 
ers who own homes in older lo- 
calities hesitate to give up their 
full-grown trees and convenient 
location. 

The lumber dealer who of- 
fers a packaged plan for the 
additional room is performing 
a real service to his commu- 
nity, as well as exploring a 
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vast source of potential busi- 
ness. Add-a-room customers 
are quickly found in housing 
developments which are about 
two years old. These owners, 
usually younger couples with 
growing families, are now fi- 
nancially able to take on addi- 
tional improvements. Further- 
more, it generally easy to find 
a suitable way to add to houses 
of this age, for many were de- 
signed with further expansion 
in mind. 


How To Advertise Price 


For these reasons, an add-a- 
room package is the answer for 
most growing families today... 
and the source of much new 
business to supplant the de- 
cline in private housing starts. 

How can you advertise a 
packaged price on a bedroom 
that will fit every house? You 
can’t. You must assume a cer- 
tain size room and type of ex- 
terior and interior finish, which 
would be standard construc- 
tion. 

Advertise the price. The 
most important thing to the 
public is that the down-pay- 
ment and the monthly pay- 
ments are within their budgets. 
In general, customers realize 
that when their individual re- 
quirements are estimated, the 


price will vary somewhat from 
the advertised figures. The 
same principle applies to cars; 
the manufacturer advertises 
the price of a standard car, but 
a customer wishing a radio, 
heater, and white sidewall tires 
expects to pay more. However, 
try to arrive at a price which 
is well within the financial 
scope of most families, yet 
high enough to give some lee- 
way when extras are figured. 

In an add-a-room promotion, 
you ought to have a competent 
staff member recommend and 
perhaps sketch out the addi- 
tion for each individual house. 
Your ads can show suggested 
ways to add the bedroom, for 
example, to the side of the 
house. Before and after pic- 
tures show clearly how the ad- 
dition increases the length and 
attractiveness of the house. You 
might also show before-and- 
after sketches of a _ garage 
which has been enclosed to 
make an extra bedroom, re- 
minding the public that the 
price is less expensive because 
the roof and walls are already 
built. 

In promoting any add-a- 
room plan, the most important 
things to bear in mind are to 
make the price attractive to 
the general public, and to make 
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BASEMENT PICTURE BEFORE WORK was started to separate heating ducts 
with an insulating board-type ceiling. Most every home has potential living 
space which is going to waste. 


the remodeling sound easy. 
“We'll help arrange all de- 


tails .. . count on us for help- 
ful build-it-yourself informa- 
tion . . . we’ll recommend a 


competent carpenter ...a new 
room in just a few days’— 
these phrases make the project 
sound easy and convenient. 

There are, of course, many 
ways to merchandise an add-a- 
room plan—many different ad- 
vertising appeals. Some of 
these appeals may be more ef- 
fective in one community than 
another. Probably the most di- 
rect and productive is the one 
mentioned earlier: 

“Is your family growing 
faster than your house?” At 
other times you can point out 
that an extra bedroom provides 
space for week-end guests, 
rental income, etc. 

Last year Lumber Distribu- 
tors, Inc., Tucson, inaugur- 
ated an intensive newspaper 
and radio campaign on P-R, 
packaged remodeling. Teaser 
ads were used for a week, and 
these were followed by a large 
Sunday ad. It explained that 
under P-R the homeowner 
could pay for all the labor and 
materials for any additions or 
improvements to his house with 
small monthly payments and 
under one contract. The financ- 
ing plan, is, of course, Title I 
improvement loans in fancy 
dress . . . and the results of 
this promotion have far out- 
reached what the owner had 
estimated. 

Ads told how easy and eco- 
nomical it was to have the con- 
venience of an extra bedroom 
when the homeowner used P-R. 


BUILDING Propucts MERCHANDISER 


Recently the Bell Lumber Com- 
pany, Yuma, Ariz., has adopted 
the campaign, and has identi- 
fied itself as P-R headquarters 
in the community by large cut- 
out letters displayed in the 
office. 

O’Malley’s of Phoenix, which 
makes up one ad for the 
Phoenix paper and has it re- 
duced and matted for its 10 
yards throughout the state, 
calls Title I Improvement 
Loans the O’Malley Financing 
Plan. The yard sells the pub- 
lic on the ease of obtaining fi- 
nancing ... and the ease of re- 
modeling ... when it’s done the 
O’Malley way. 

Bill Barr of the Barr Lum- 
ber Company of Denver, Colo- 
rado takes still a different pro- 
motional slant. Barr has de- 
signed a small brochure, which 
he mailed to all the homeown- 
ers in his area. It shows before 
and after pictures of houses 
with additional bedrooms. 
Barr’s brochure explains that 
the company is equipped to 
help every step of the way— 
from designing through financ- 
ing and the completed job. 

Whatever slant you use to 
promote your add-a-room pack- 


age—easy payments... financ- 
ing help ... the solution for 
growing families ... the room 


that pays for itself in rent— 
you must back up your adver- 
tising campaign with an attrac- 
tive, well-lighted store with 
merchandising displays. It is 
of little value to promote such 
packaged remodeling through 
newspapers, radio and direct 
mail, if you don’t have compe- 
tent salesmen and appealing 


displays to help the customer 
choose the products he would 
like to use. Both good sales- 
men and good displays help 
clinch the sale. 


Store Displays Important 

In O’Malley’s new Phoenix 
yard, ceiling tile, knotty pine 
paneling and all the different 
types of interior finishes are 
nailed to either side of the 
doors in a sliding door display. 
Such samples are out of the 
way when not in use, but are 
conveniently located for sales- 
men when helping a prospect 
select the right type of finish 
for his new room. 

The Valley Lumber Com- 
pany, Phoenix, has constructed 
an attractive rack which holds 
about 20 pieces of 4’x4’ build- 
ing and decorating boards. The 
Nowels Lumber & Coal Com- 
pany, Rochester, Mich., uses 
36” high easel type displays of 
each product with a manufac- 
turer’s ad showing a typical in- 
stallation and a sign which 
tells how much the product 
would cost for an average 
10x12 room. 

Many companies are now 
using select-o-boards—l arge 
wall displays with samples of 
moulding, paneling, lumber, 
and interior wall boards plain- 
ly named and priced. Such 
boards perform an invaluable 
service to the amateur who 
likes to do his own building, 
since he usually knows what 
he wants, when he sees it. 
Yards using this type of dis- 
play find that the self-service 
board saves the clerk’s time 
and enables him to wait on 
more customers in less time. 


Other Important Services 


It goes without saying that 
in order to merchandise the 
add-a-room plan effectively, a 
yard must be able not only to 
recommend a competent. car- 
penter or contractor, but also 
must be able to give the pur- 
chaser complete build-it-your- 
self instructions and supervise 
until the job is completed. 

It is necessary, too, for a 
yard to carry complete lines of 
building materials, tools and 
paint. Such remodeling sales 
often lead to new redecorating 
sales, and the dealer who has 
once helped a customer add-a- 
room will find that the pros- 
pect will see him first for any 
future building he may plan. 
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Advertising Ideas for Add-a-Room 








(200 Fo REMODELING 
DONT WAIT, SEE... 


Have You 











Y 
U 


% ONLY 10% DOWN.... 
% 30 MONTHS TO PAY.. 


For Each $100 Required on Your Remodeling J 





You Pay Per Month rom 
$3.76 30-Months 
24-Months 
18-Months 
12-Months 
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RE-MODEL NOW .. 











Found Out | 
How Little An Extra | _ 
Room Can Cost? (1 


FREE ESTIMATE GLADLY GIVEN 











FREE ESTIMATE ON 


RE-ROOFING 


15 LB. ASPHALT FELT 


$3.95 vor roi 





ASPHALT SHINGLES 
$' 











HURRY IN FOR 
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GET THESE SPECIALS 
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JOHNSON’S WAX 
jomsors 2. PASTE 79° 


pee? 1. PASTE 47)) 


YOUR OWN ATTIC 
JOHNSON’S 








JOHNSON’S 


LIQUID 
GLO-COAT WAX 
67°. 4D i 




















FOXWORTH 
GALBRAITH 
NOW GIVES 
AND REDEEMS 


A Full Book of TIMESTAMPS 
is worth $2.50 on 
ANY Purchase ANYTIME! 
Be Sure And Ask For Them 








as s3 
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Foundetion Vent 


Enomeled Wallboord x6 12 
cq | stmt a 
28 Ef | Rodent Proot — imect Proof 























WE CAN FURNISH 
CARPENTERS... PAINTERS 











Mascon LUMBER COMPANY 
John Armstrong Grady Stubbs 
Phone 8263 


Amarillo, Texas 911 West Sth 








JUNK ROOM TO GUEST ROOM in 
just a few days, is the catchy theme 


of the display ad (right) run by the 
Rutland Lumber Co., Albany, N. Y. 


IT’S EASY to re- 
model and it 
doesn’t cost much 
either. That’s the 
theme of the Fox- 
worth - Galbraith 
Lumber Co. ad- 
vertising (left), 
Amarillo, Tex. 


COMPLETE pack- 


age including la- 
bor is offered by 


Lumber Distribu- 


tors, Inc., Tucson, 


in the eye-catch- 


ing ad shown at 
right. 








everything you need to put 
your home in first class condi- 
tion . . . completely MOD- 
ERN! We net only have the 
basic building materials, lumber, 
glass, plaster, stucco, etc... . 
but also plumbing, lighting 
fixtures, heating and cooling 
equipment, paints and other 


items. 


Arranged Through FHA 


MODERNIZE your 
Let Farmers supply you with i = - if 





12° x 20° Wit 


OVERHEAD DOOR 


§ 
$470 Fen 
to pay 


GARAGES — 


OVERHEAD DOOR 


$54 dow 
SHAN up tg 30 4 
to pay 


the low cost. 








Co., Phoenix, in this 
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LUMBER £& SUPPLY CO. 


EVER-NECESSARY BUILDING MA- 
TERIAL to modernize 
offered by Farmers Lumber & Supply 
typical display 





the home is 


FROM JUNK ROOM TO GUEST ROOM 
IN JUST A FEW DAYS — 


You can transform that dusty, old attic into an 
attractive bedroom—with just a bright idea, a little 
elbow grease, ceiling tile, and a few panels of 
Rutland Lumber Co. wallboard. 

The wallboard goes right over old walls—ready 
for paint, wallpaper or any finish you please. We'll 
give you detailed instructions. You'll be amazed at 


Free Plan Books . . . Easy Monthly Terms 


LUMBER CO. 
ial Wiithwonrnk Blhdg Watorial 
STOP 1S ALB=SCH'DY RD. Aio.zs-ALB.2:7180-SCHDY.4-0580 
ALBANY 5, N. Y. 
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NEED 
AN EXTRA 
ROOM ? 


P.R. 


Build it for you! 


Average ,9x12 room 
only 


75 00 25 33 per | 


down month 


—=INCLUDES— 


Materials: Lumber, paint, 
roof, masonry, hardwood 
floors, cement block where 
needed, wiring and outlets, 
windows, plaster, stucco 


and 
LABOR 














All under one easy contract: 
Just $75.00 Down 
$25.33 per month 

Years to pay 
Call us for 
FREE ESTIMATE 
on your plans 
NOW! 


DIAL 2-7496 
970 SOUTH CHERRY 
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GRADE 


A million miles 
of travel 
protecting the 


CERTIGRADE 





FRED MONTE (rhymes with ‘“‘Mounty’’) has worn 
out 22 automobiles and traveled more than a 
million miles among the shingle mills of Wash- 
ington, Oregon and British Columbia during his 
thirty years as Inspector for the Red Cedar Shingle 
Bureau. He and his staff of competent inspectors 


have the responsibility of checking the production 





ms standards of the shingle mills to see that when you 
buy CERTIGRADE shingles, you will always get 
the exceptional quality that the Certigrade label 
guarantees. 


Fred Monte’s more than 50 years of shingle 


experience, his long devotion to high standards of 








BuitpiInc Propucts MERCHANDISER 









A LABEL SIMILAR TO THIS, DESIGNATING 


OR NO. 3 BLACK LABEL, IS ATTACHED TO 


GUARANTEE 


RED CEDAR SHINGLE BUREAU 


This NORTHWEST “MONTE” 


roams the 





AS NO. 1 BLUE LABEL, RED LABEL 


©) SOT) BT a 


ALL CERTIGRADE SHINGLES 


shingle quality, are among the many reasons for 
the eminence and popularity of CERTIGRADE 
shingles. Shingles carrying the Certigrade label 


are manufactured only by member mills of the 
Red Cedar Shingle Bureau, who operate under 
the grading supervision of Monte’s inspection 
staff. More and more dealers are specifying and 
demanding CERTIGRADE shingles. Why? To 
be sure of obtaining a quality-inspected and 


guaranteed product. 
Write today for a list of Red Cedar Shingle 


Bureau member mills. On all orders for red cedar 
shingles, specify CERTIGRADE. 


5510 WHITE BLDG., SEATTLE 1, WASHINGTON 
METROPOLITAN BLDG., VANCOUVER, B. C. 
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DEPARTMENTALIZING YOUR ROOFING MATERIALS helps direct customers 


to them in the store. Notice display of manufacturers’ literature readily avail- 


able to interested prospects. 


THE EASEL-TYP 
the eye. 


oe 





DISPLAY saves store space, attracts 
Proper lighting is essential to dramatize the 
various colors offered. Note large price markers. 











THIS ATTRACTIVE ROOFING DIS. 
PLAY is made more compact through 
the usé of storage shelves. 










4 
White 
Shingles 





ROOFING: SIDING 





11 Sq. 

— ALSO — 
Beautiful Stri-tex Smooth 
Asbestos Shingles. 
Edge. Green Blend, Brown 
Blend, Grey Blend. 
PrICO .ccccccccecs 





“2° THICKBUTTSHINGLES in 
RE reds, browns, greens, greys, in 


blended and solid col- 
Z ors. Per square ..... $7.75 
SATURATED FELT. 
ff reer $3.75 
90 lb. heavy SLATEKOTE 
ROOFING, with nails and lap 


cement, 

Si GU tae sacess veces $3.75 
45 lb. Smooth, Medium 

Wt. ROOFING, per roll $2.50 
50 Ib. Smooth Heavy 00 
ROOFING, per roll .. se 

65 lb. Smooth Ex. Hy. 
ROOFING, per roll .. $3.50 
All complete with nails and lap 
cement. 


INSULATED STONE & BRICK 
SIDING in various designs and 


| 1 15 ela see eeeeees $ i 5.75 


Straight 





YOUR ROOFING ADS SHOULD PLAY UP variety, econom- 
ical price and the need for protection. Then merchandise the 
same features at point of sale! 


How to Build Volume on Roofing Sales 


There are two types of poten- 
tial customers for roofing in 
your community. First, the 
owner of an older dwelling 
which needs new roofing to 
ensure thorough protection, 
and secondly, the owner of a 
new and unfinished house. Go- 
ing after both prospects is the 
soundest way to increase your 
roofing volume. 

Roofing sales are usually of 
the package kind, including 
labor as well as materials, and 
generally require financing. 
Promoting them, therefore, is 
different from selling on a cash 
and carry basis. You require 
a more personalized sales cam- 
paign to the customer because 
you are not only selling a prod- 
uct but also rendering a service 
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the quality of which will have 
a long-time good will effect on 
your business. 

Your roofing advertising 
should stress the need for pro- 
tection before each seasonal 
change of the year. Besides 
newspapers, you should make 
frequent use of direct mail and 
personalized letters, sent to 
prospects in both the new and 
old dwelling categories. Where 
you can, cite “case histories” 
of some of your previous roof- 
ing installations so the pros- 
pect easily identifies you as a 
reliable roofing counsellor. In 
many instances, the salesman- 
estimator can develop leads for 
you by making personal calls 
on owners whose dwellings are 
in need of protective roofing. 

At point of sale, organize a 


roofing department featuring 
type and color strongly. Use 
store display material fur- 
nished by the manufacturers 
to highlight the department 
and attract customers to it. 
Easel-type cabinets, with sam- 
ple panels and a storage rack 
with samples of your complete 
line beneath, have proved to be 
enormously effective in boost- 
ing roofing sales. If you have 
the space, exhibit a model house 
section showing two or three 
types of roofing, with a sign 
telling the average cost of a 
-roofing job, broken down into 
easy monthly payments. 

Give your prospective custo- 
mer the facts about roofing. 
Don’t scare him—convince him 
the need exists... to buy from 
you! 


September 8, 1951, AMERICAN LUMBERMAN & 














DIS- 
ugh 





om- 
the 


ng 
Ise 


T's 
nt. 
it. 
m- 
ck 
te 
be 
st- 


ise 








Ualco casements are 
available in a wide 
variety of styles to 
accommodate standard 
and modular construc- 
tion sizes. 


HN The new Ualco jalousie in 
satin-smooth aluminum 

| offers precision fitting . 
eliminates the need to 
weatherstrip. 


Ualco basement win- 
dows offer better visi- 
bility, look better, 
operate easier in all 
kinds of weather. 


Ualco hopper type win- 

dow keeps circulation 
—|||-— under control. Permits 
opening in any weather 
|| ee without danger from 
| snow, rain, etc. 























f 
| | 


~~ Ualco Twinsul (double 
pane) window permits 

large expanse of picture 

window. Special construc- 

tion eliminates “fogging” 
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with [lalco 


You actually build complete remodeling 
jobs around a “NEW WINDOW” theme! 


Ualco Lifetime Aluminum Windows have every- 
thing HOUSEWIVES LOOK FOR... 

striking beauty, simple operation, unlimited 
decorative possibilities plus everything 
HUSBANDS DEMAND ... . low initial cost, 
freedom from maintenance, lifetime endurance. 
That’s why it’s easy to sell Ualco windows on new 
construction . . . and to use them as the basis 
around which to plan complete remodeling and 
home modernization jobs. If you are not familiar 
with the Ualco line of beautiful windows in lifetime, 
satin-smooth aluminum write us today for catalog 
and full information. There is no obligation. 


SEE OUR 
CATALOG 
IN SWEETS 





UNION ALUMINUM COMPANY, Inc. 


SHEFFIELD, ALABAMA 


World largest Manufactunen 3, of Muminum Casement Windowa 
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JAMES GEE USES PHOTOGRAPHS 
of actual installations to show home- 
owners how insulating board products 
can be utilized for low-cost attic con- 
versions. 


THIS MODERN STORE FRONT, with its display of homeowner needs, attracts 








als, 


many passersby to the Gee Lumber and Coal Co., on Chicago’s W. 79th St. The 
company occupies eight acres, of which one and one-half are under roof. Em- 
ploying 100 persons, including nine full-time salesmen, it has grown rapidly in 


the last four years. 


Building a Strong Insulating Board Business 


Chicago dealer uses advertising, canvassing and word-of-mouth testi- 


monials to increase volume. 


Home remodeling and repair, 
which promise to remain at 
high levels for some time to 
come, offer the alert lumber 
dealer a fertile field for in- 
creased profits through strong- 
er merchandising of insulating 
board products, says a leading 
Chicago retail lumberman. 

James Gee, who, with his 
brothers Edward and Joseph, 
operates the Gee Lumber and 
Coal Co., on Chicago’s south- 
west side, has been capitalizing 
on this market for the last sev- 
eral years. 


Market Surprisingly Large 


“It’s a surprisingly large 
market and a profitable one for 
the dealer who is able and will- 
ing to do a reasonably good 
selling job,” says Gee. 

The company, which this 
summer observed its 25th anni- 
versary, has seen its efforts pay 
off in soaring sales of insulat- 
ing board, principally building 
board, plans and tiles for inte- 
rior walls and ceilings. 

In 1949 and again in 1950, 
the volume totaled about one- 
half million square feet. That 
was a 50 percent increase over 
the 1948 figure and approxi- 
mately three times the 1947 
total. This year the picture ap- 
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pears even brighter. Sales may 
well exceed 600,000 square feet. 
How does the company do it? 
Newspaper advertising and 
canvassing bring in about half 
the sales, while recommenda- 
tions of satisfied customers to 
their friends account for the 
other half, according to Gee. 


Weekly Advertising 


Every week the company runs 
a full-page ad in the Chicago 
Sunday Tribune calling atten- 
tion to a wide variety of build- 
ing items. Insulating board 
products always are given 
space. Frequently they are fea- 
tured prominently, as in a re- 
cent edition where nearly a 
quarter-page was devoted to a 
sale on tiles and building board. 

Illustrations and copy were 
typical. A circular ‘‘spot’’ 
showed the tiles being applied 
to furring strips over an old 
cracked ceiling. 

“Cover cracked ceilings quick- 
ly, easily and economically,” 
the copy advised, “with these 
highly decorative and insulat- 
ing ceiling panels. Ceiling tile 
may be applied with mastic on 
ceilings in good condition or by 
using furring strips on badly 
cracked ceilings. 

“All sizes are 14-inch thick 


and are predecorated and need 
no painting; but they may be 
painted if you desire.” 

Another copy block an- 
nounced “beautiful 12 x 12- 
inch, 16 x 32-inch or 16 x 16- 
inch tiles in ivory or white.” 
This block, appearing beneath 
an illustration of several indi- 
vidual tiles, carried the eye- 
catching headline “See What 
you Save!” This type of ad 
emulates the department store 
method of attracting customers 
by savings. 

The building board portion 
of the ad, illustrated to point 
up the ease-of-handling feature, 
explained: “Large, easy -to- 
handle panels of this decorative 
insulating building board make 
it an ideal low-cost material 
for interior remodeling.” 

Similar ads appear regularly 
in Friday editions of the Chi- 
cago Daily News, an evening 
paper. Gee reports a very sat- 
isfactory percentage of inquir- 
ies regarding insulating board 
as well as other items. Many of 
the inquiries about insulating 
board also lead to sales of 
other products. All responses 
are followed up quickly by a 
staff of nine full-time sales- 
men. Last year this prompt 
action brought sales in 50 per- 
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insulating board. 


cent of all inquiries, many of 
which were concerned with attic 
conversions, ceiling renovations 
and other projects involving 
use of insulating board. 


Company Pushes Sales Helps 


Good use is made of manu- 
facturers’ product literature 
and how-to-do-it booklets. A 
large selection of this material 
is displayed on racks in the 
company’s clean, modern store. 
A small charge is made for 
some. One large home-plan- 
ning book is loaned out free, 
but customers are asked for a 
$10 deposit which is refunded 
upon return of the book. Gee 
says this “home owners’ li- 
brary” is an effective aid in 
stimulating customer interest. 

The company maintains a 
free “construction service” to 
assist customers in planning 
remodeling or expansion proj- 
ects. When the customer wishes 
to do the work himself, a quali- 
fied craftsman will visit his 
home, help him plan the job 
and explain just how it should 
be done. 

Should the customer prefer 
to have the work done, the com- 
pany will take care of that, 
too. It cooperates with a num- 
ber of contractors who spe- 
cialize in various phases of 
building and remodeling. The 
customer merely outlines what 
he has in mind and the com- 
pany draws up the blueprints 
for the recommended contrac- 
tor. Low monthly payments 
for such projects as attic con- 
versions are made _ possible 
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BEFORE—TYPICAL OF HUNDREDS of thousands of un- 
used attics in homes throughout the country, this is one 
which the Gee Company and a cooperating contractor 
transformed into comfortable living space with the aid of 


AFTER—THE FINISHED JOB. Formerly wasted space 
now is a cheerful study. 
used for the sidewalls, insulating board tiles for the ceiling. 
A major selling point of the material is its dual function. 





Insulating board planks were 


At one cost, it serves as insulation as well as structural 


material. 


through FHA and private lend- 
ing agencies. To simplify mat- 
ters for the customer, the com- 
pany handles the details of ar- 
ranging financing. These ser- 
vices are mentioned prominent- 
ly in the newspaper ads. 


Canvassing On Selective basis 


Canvassing is done on a se- 
lective basis and salesmen do 
not concentrate on any one ma- 
terial or group of materials. 
the approach depends upon 
what the home owner is most 
likely to need or want, judging 
by the appearance of the home. 

In a neighborhood of new 
houses, for example, a sales- 
man will call on each home- 
owner, employing as an entree 
the gift of a handy yardstick 
bearing the Gee name. If there 
is no garage on the lot, the 
salesman will suggest the 
homeowner’s possible need of 
one. If the house appears to 
have livable attic space, the 
salesman will ascertain wheth- 
er the attic is finished. It it is 
not, he will point out the con- 
version possibilities with such 
economical material as insulat- 
ing board as an interior finish. 
Even if he arouses no immedi- 
ate interest in a project, the 
salesman takes full advantage 
of the visit by pointing out that 
the Gee Lumber and Coal Co. 
carries practically every build- 
ing item a homeowner ever 
needs and is ready to serve him 
at any time. 

“This introduction,” says 
Gee, “results in a great many 
sales of insulating board as 


well as lumber and other prod- 
ucts. Often the homeowner 
will have no need of our service 
until months later, but he will 
have our yardstick and will re- 
member us.” 

In old established neighbor- 
hoods, canvassing usually is re- 
stricted to several homes near 
one where a Gee project is in 
progress. This type of can- 
vassing also has been very pro- 
ductive. 

Gee says that “women partic- 
ularly are responsive to these 
calls. They have seen or heard 
about the improvements their 
neighbors are making in their 
homes and they often decide to 
do the same. When you can 
show a housewife how she can 
add attractive new rooms to 
her home at little cost by con- 
verting her attic or basement 
for instance, you generally 
stimulate her interest. The idea 
appeals to her and the selling 
job then is often just a mat- 
ter of convincing her that the 
family budget can easily stand 
it. When you emphasize the 
low cost of insulating board 
wall and ceiling finish, espe- 
cially with a monthly budget 
plan of payments, you have 
good prospects of closing the 
sale.” 

One of the big advantages in 
selling insulating board prod- 
ucts, Gee says, is the fact that 
they enjoy public acceptance 
and are so well suited for re- 
modeling purposes. 

“The vast majority of our 
insulating board customers,” 
he says, “have been well satis- 
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A dependable 
source for 


SUPERIOR 
QUALITY 


BIRCH 


x *«* * 
CARLOAD SHIPMENTS OF 


BIRCH 
PLYWOOD 


STOCK PANELS 
Grades A-A, A-1, A-2, A-3, 1-1, 
1-2, 1-3, 2-2, 2-3, 3-3. All thick- 
nesses: 14” to 34”. Complete stock 
sizes. : 


BIRCH DOOR PANELS 
Grades available: A-3, 1-3, 2-3, 
3-3, in 1%” and 3%”. All panels are 
3-ply. 

All Birch plywood meets Bureau of 
Standards specifications. 


BIRCH VENEER 


Rotary and Sliced Cut Face Ve- 
neer. Standard Thicknesses, 
Lengths 30” to 100’. Backs, Cross 
Banding and No. 1 Sheet Stock. 


L.C.L. or CAR 
SHIPMENTS 


now available from our new 


DETROIT WAREHOUSE | 


including 
DOOR PANELS 
birch and gum \&% and %. 


STOCK PANELS 


birch and gum, all sizes 
SHEATHING 
fir and gum, all sizes 
Specify your Requirements 


= 2 ® 


W.R.BRAUND 









Company 


Room 214 Wabeek Building 
276 West Maple Avenue | 
Birmingham. Michigan 


Telephone— Midwest 4-3450-51-52-53 
Birmingham TWX 500 


Detroit Warehouse— 
Tel. TY 4-4095 
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A CLERK POINTS OUT the advantages of insulating board tile to a customer 
confronted with the problem of cracked ceilings in his home. 


fied with its performance and 
have passed the word along to 
their friends. That conditions 
a lot of people for future sales. 

“The board serves a double 
purpose in that it is both an in- 
sulation and a structural ma- 
terial. It performs two func- 
tions at one cost. That’s a ma- 
jor point that we emphasize 
strongly. And in such projects 
as attic conversions, insulation 
is essential to comfort, whether 
the attic is to be used as a bed- 
room, playroom, den or what 
have you. 

“To the customer who plans 
to do his own remodeling, we 
stress the ease of handling and 
application characteristic of in- 
sulating board. Anyone who 
is ‘handy’ at household repairs 
should be able to apply the ma- 
terial with little difficulty. 

“Attractiveness and ease of 
upkeep are potent selling 
points, too. The material has 
an appealing appearance to be- 
gin with, but as we point out, it 
can be painted. It’s also easy 
to clean with wallpaper clean- 
er. Some of our customers re- 
port that they painted their in- 
sulating board wall finish 10 
years ago and the material still 
looks first rate.” 

From the standpoint of 
handling, insulating board 
products have several charac- 
teristics especially favorable to 
the dealer, Gee says. For one 
thing, they offer a good profit 
margin. For another, they are 
clean and easy to stock. Ceiling 
tiles come in sturdy cardboard 
cartons, while planks and 
building board are wrapped in 
heavy kraft paper. Tiles of 14- 
inch thickness are packaged 64 
square feet to the carton, those 
of %4-inch, 50 square feet. 


Planks produced in widths of 
10, 12 and 16 inches and in 
lengths from 8 to 12 feet, are 
packaged 12 units to the 
bundle. Building board, made 
in a width of 4 feet and in 
lengths ranging from 6 to 12 
feet, is put up in bundles of six 
pieces each. 

Because it is well packaged, 
the dealer has no trouble keep- 
ing material clean while in 
storage, so he averts losses due 
to soilage, Gee says. The com- 
pactness of the cartons and 
bundles also makes it possible 
to store large quantities of the 
material in relatively small 
spaces. 

As one who has enjoyed un- 
usual success in developing a 
profitable volume of insulating 
board sales, Gee believes that 
many other dealers could do as 
well. 

“A market which has been 
left largely untapped in many 
areas, for example,” he says, 
“is that of renewing cracked 
ceilings. Few older homes are 
without them. They are a defi- 
nite source of annoyance to 
millions of homeowners. Un- 
sightly floors can be covered, 
walls can be papered; but 
cracked and otherwise marred 
ceilings pose a real problem. 
The lumber dealer can solve 
that problem at moderate cost 
with insulating board tiles. It’s 
an opportunity they should not 
overlook.” 

In tight supply much of the 
time during the last three 
years, insulating board prod- 
ucts now are being produced in 
adequate volume to meet de- 
mand. In most areas, dealers 
thus can be assured of receiv- 
ing sufficient quantities to fill 
their needs. 
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It pays you to 
HANDLE THE PAINTS 


your customers 


KNOW BEST! 


These three KEM paints are the outstanding leaders 








of all interior paints today. That is due to: 


1. Dominant, consistent advertising. 


2. High quality of the products. 


3. More people know about these paints 
and ask for them, than any others. 


That means easier sales, bigger sales, faster turnover, 
more profits for the dealer who handles Kem-Tone, 
Kem-Glo and Super Kem-Tone. 


Huge Advertising Campaign Continues this Fall 


Full-color pages will run this fall in: 


Life Parade 
Saturday Evening Post Sunset 
Better Homes & Gardens Living for Young Homemakers 


American Home 

Good Housekeeping 

Metropolitan Sunday 
Newspapers Successful Farming 


Country Gentleman 
Progressive Farmer 


GET COMPLETE FACTS from these 7 leading Paint Companies: 


Acme Quality Paints, Inc. John Lucas & Co., Inc. 
Detroit Philadelphia 
W. W. Lawrence & Co. The Martin-Senour Co. 
Pittsburgh Chicago 
The Lowe Brothers Co. Rogers Paint Products, Inc. 
Dayton Detroit 


The Sherwin-Williams Co., Cleveland 


SUPER KEM-TONE ¢ KEM-GLO 
KEM-TONE 
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displayed where motorists can see them. 


““One Million Dollars 
To Loan’’ 


So says a sign in the window of 
Rose-Saxon, Miami; this easy-payment 
plan, plus items to satisfy every-day 
needs, is bringing new business to 
Florida concern. 


Behind the neon advertising sign, across the 
front window of the Rose-Saxon Lumber Co., 
Miami, Fla., lies the success of that firm’s re- 
pair-remodel business. 

Their sign reads: ‘$1,000,000 to Loan—Use 
Our Budget Plan—Low Down Payments.” 

Much of this repair-remodel business is in 
car ports and porches and both require about 
the same type of construction, points out 
Robert Jackson, the store’s budget department 
manager. About 50% of the repair-remodel bu- 
siness consists of replacement of doors, floors 
and windows. 

Diversified Displays, coupled with a consist- 
ent advertising program, were adopted about a 
year ago and since that time business has in- 
creased about 28%. Approximately 1% of 
gross sales is spent for advertising. 

Situated on a main traffic artery in a semi- 
industrial warehouse district, the store’s prob- 
lem is to stop fast-moving traffic. Sidewalk dis- 
plays, with king-size price tags and the neon 
sign featuring credit and budget terms, help 
lure motorists into the company’s parking lot. 

Display advertising features leader items, 
free parking, budget plans, 10% down payment 
and “royal service.” 

Typical traffic items advertised are: clothes- 
line poles (installed at slight extra cost); picnic 
tables kd; barbecue equipment and charcoal; 
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BUDGET TERMS ARE FEATURED in this red neon sign across the Rose- 
Saxon display window. Garden tools and much-needed household items are 














ATTRACTIVE DOOR DISPLAY seen 
in the store. Replacement of doors, 
floors and windows comprises about 
50% of the firm’s repair-remodel busi- 
ness. 


PICNIC TABLES AND LAWN CHAIRS are among the 
items advertised in the Miami Herald on Monday to stim- 
ulate foot traffic. 


garbage cans; cedar lining for closets. One 
successful traffic builder was chamois skins. 
Mail orders came from as far away as San 
Juan, P. R. and Oklahoma. 

The newspaper ads run two columns, 18 
inches and appear every Monday in the Miami 
Herald. A news broadcast over WGBS every 
Tuesday and Thursday pushes the items 
plugged in the Monday newspaper ad. The 
firm maintains a display at the Architect’s 
Sample Bureau, Miami. 

Rose-Saxon runs off its own direct mail pieces 
to contractors, homeowners, hotels, etc. 

A good deal of this repair-remodel business 
is done by the homeowners themselves. For 
example, two girls in southwest Miami re- 
modeled their bathroom. and installed new 
windows in their home, doing the entire job 
themselves. 
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sing Mengelux — hardwood plywood, with one 


face of lovely, genuine Mahogany, Walnut, 


Oak and Birch — you can get “decorator interiors” at 
a cost only slightly higher than plaster and wallpaper. 


The installation is completed in 
hours instead of days or weeks, 
and you give your client that 
“something extra” which makes 
all the difference between con- 
ventional and extraordinary jobs. 

Mengelux is available 
in large, 48”x 96” panels, and 
in other standard stock sizes. 
It is available through leading 
distributors and building mate- 
rials dealers, almost everywhere. 


Mengelbord 


FANCY FACE 


DELUXE PLYWOOD 














ce z 








Write us direct for local names and 


FANCY FACE 
PLYWOOD 


addresses. 


Where fancy faces are not required, Mengelbord is 


the answer to the builder’s 
prayer! It is 14’ hardwood ply- 
wood, with one-piece face, free 
from joints and oval patches. 
No grain-raising. Works and 
cuts cleanly. Most panels are 
all-white or nearly all-white. Can 
be painted, stained or finished 
natural. And Mengelbord is 
available through same distribu- 
tors who handle Mengelux; 
names and addresses on request. 


Plywood Diutston, THE MENGEL COMPANY, Loucoudlle 7, Ky. 


The Mengel Company . . . growers and processors of timber ® manufacturers of fine furniture © plywood @ flush doors @ veneers 


corrugated containers @ kitchen cabinets and wall closets 
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ATTRACTIVE FENCING DISPLAY by the Valley Lumber Company, Phoenix, is 
an excellent “silent salesman” type of exhibit for the exterior of your store. 


BUILD-IT-YOURSELF PATTERNS 
are good traffic builders in small 
material sales. This rack of patterns 
is found at the Main Lumber & Ply- 
wood Co., Elkhart, Ind. 


Supply Your Customer’s Everyday Needs 


Here’s how specific dealers provide the “little 
things” that lead to large profit sales. 


The aggressive lumber dealer 
this fall will, besides establish- 
ing himself as headquarters for 
new homes, remodeling and re- 
pairs, attract additional store 
traffic by promoting small util- 
ity buildings, fencing, tool 
benches, and _ build-it-yourself 
furniture. 


These items are well within 
the budget of every family, and 
will add new comfort, conveni- 
ence and attractiveness to 
every home. 


By creating the desire for 
small improvements, such as 
bookcases, breakfast nooks and 
valances, the lumber dealer gets 
people into the habit of think- 
ing of his store first. The wide- 
awake merchant who merchan- 
dises items which are close to 
the everyday needs of his cus- 
tomers, is the one who will get 
the re-roofing or bedroom-addi- 
tion job later on. 


By pushing these smaller 
items, you show customers that 
they don’t have to wait until 
they have a big job to visit your 
yard —that you are ready to 
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help them with the smallest 
project —a doghouse, a closet 
pole, clothesline posts, ete. If 
you promote these miscellane- 
ous improvements — plant new 
ideas — you will build store 
traffic comparable in volume 
to the corner drug or grocery 
store. 

How can you show your cus- 
tomers that you are equally 
equipped to help him build a 
house, remodel his attic, or find 
a matching knob for his kitchen 
cabinet hardware? 


Catalog Catches Farm Trade 


Bill Barr of the Barr Lumber 
Company, Denver, Colo., sent 
out several thousand mail-order 
type catalogs to the rural 
routes around his city. Barr’s 
catalog packs plenty of sales 
punch, as he reaches for all 
types of business from pre-cut 
new homes to lawn sprinklers, 
package receivers, clothesline 
and milk houses. The 34-page 
attractive catalog pictures and 
describes many of the thou- 
sands of items which Barr mer- 
chandises. Probably most of 


the recipients didn‘t realize that 
Barr carried so many household 
necessities. Barr has made it 
easy for his customers to order 
by mail, for the weight of each 
item is listed, and a handy 
order blank tells the freight 
rate to each zone. 

The Mulcahy Lumber Com- 
pany, Tucson, uses a unique 
statement enclosure to give its 
customers helpful hints on mak- 
ing their house more liveable 
and attractive. Especially de- 
signed for the yard, the first 
and fourth pages retain the 
same institutional copy, while 
the inside pages contain differ- 
ent fix-up ideas each month. 

The Nowels Lumber & Coal 
Company, Rochester, Mich., has 
a large 4-page brochure to re- 
mind its friends that they are 
headquarters for _ bookcases, 
breakfast nooks and fruit-cel- 
lar shelving, as well as larger 
improvements and repairs. 
Nowels mails these pamphlets 
house-to-house, and a salesman 
calls the following day. A check 
list is enclosed with the mail 
piece to encourage the recipient 
to do some real investigation be- 
fore the salesman’s visit. 

In Tucson, Lumber Distribu- 
tors, Inc., which is located in the 
hub of several new housing de- 
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THE TOOL HOBBYIST needs a work 
bench and the Central Hardware Co., 
St. Louis, sells dozens of these fab- 
ricated in its own shop every year. 
Another store traffic idea. 


velopments, promotes by house- 
to-house distribution of hand- 
bills. These broadsides feature 
door closers, mail boxes, steel 
clothesline posts, fencing, gar- 
dening supplies —items of in- 
terest to new home owners. 
Larger packaged improvements 
on roofing, car ports, paint, etc., 
are plugged on the radio and 
in weekly newspaper ads. 
What sort of items can be 
pushed to increase traffic? 
What merchandise or improve- 
ments fall into the category of 
those every homeowner not only 
needs but can also afford? 
Mulcahy Lumber Company 
reports that the handsome mod- 
ern furniture which is featured 
in “Popular Home” brings new 
customers into their yards 
every week. The yards gladly 
order these pieces at cost and 
make a new friend. Of course 
they sell sandpaper, stains, 
varnish, brushes, etc., to com- 
plete the package. The O’Mal- 
ley Lumber Company, Phoenix 
has worked up its own series 
of build-it-yourself furniture, 
which is very popular. The 
yard even stocks many different 
types of hardwood for those 
who prefer to use it. Take a 
trip to a nearby furniture store 
to check the price tags on fur- 
niture, and you’!1 quickly under- 
stand why packaged and build- 
it-yourself furniture can be 
drawing cards for your yard. 
Another southwestern yard is 
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UTILITY BUILDINGS like this roadside 
often lead to additional materials sales. 


considering holding Saturday 
morning demonstrations on 
furniture refinishing to show 
customers how easy it is. A 
lumber man, they reason, 
should be regarded not only as 
a vendor of wood, but also as 
a competent advisor on how to 
preserve and finish wood. The 
yard feels that such demonstra- 
tions will increase its paint and 
varnish sales and pave the way 
for future decorating sales. 


Help the Hobbyists 


Nowels Lumber and Coal 
Company finds that once peo- 
ple buy FEasi-Bild patterns, 
they became avid building hob- 
byists. Used as an impetus to 
tool and remodeling sales, the 
patterns are so easy to use that 
they give the amateur builder 
confidence, and inspire him to 
undertake larger and larger 
projects. Nowels found they 
could cash in on this type of 
consumer promotion. 

Barr’s catalog illustrates 
many pre-cut build-it-yourself 
packages for which Barr, him- 
self, provides the blueprints. 
Reasonably-priced work bench- 
es, and sturdily-made tool kits 
with 17 tools, encourage the 
home-owner to do his own work 
—to make those small repairs 
himself. For family fun and 
enjoyment, Barr has included 
in his completed catalog picnic 
tables and chairs, ping pong 





stand built by Hill-Behan, St. Louis, 


tables, children’s play pens, 
small swings and lawn chairs 
—a build-it-yourself package 
to answer the needs of every 
age group in the family. 


How to Sell Fencing 


The Valley Lumber Com- 
pany, Phoenix and the Speed- 
way Lumber Company, Tucson, 
believe that seeing fences sells 
fences. For this reason both 
companies have constructed si- 
lent salesman exterior displays, 
which are adjacent to their 
parking lots. Looking at these 
outdoor fencing displays, cus- 
tomers can easily determine 
what height and type of fenc- 
ing will best harmonize with 
the architecture of their home. 

Both Barr and O’Malley pro- 
mote fencing in large newspa- 
per space. Last spring Barr 
reprinted his most effective ad 
on yellow paper and enclosed it 
with a friendly, informal let- 
ter to a large list of Denver 
home owners. Results were 
good. Barr believes that pric- 
ing the various types of fenc- 
ing in 8-foot sections avoids 
confusion. He makes it easy 
for the homeowner to estimate 
how much his new fence will 
cost. Since Barr lists all the 
components of these sections 
in his descriptive copy, there’s 
never any mistake; the home- 
owner knows exactly what he’s 
paying for. 

While Barr sells his fencing 
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FARMERS ARE ENCOURAGED to 
build their own buildings by the Barr 
Lumber Co., Denver. This is one 
page from the 34-page multi-coloreq 
Home and Farm Catalog, which illus. 
trates and describes the thousands of 
items which Barr sells. An order 
blank and freight-rate schedule is ep. 
closed. 
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with thin practice 
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in pre-cut packages, other deal- 
ers assemble the fencing in 10- 
foot sections. As a_ buying 
guide for the homeowner, both 
Barr’s and O’Malley’s ads pic- 
ture houses of several styles of 
architecture with _ different 
types of appropriate fencing. 
Suggestive selling ... plus! 
You can also build addi- 
tional store traffic by promot- 
ing small utility buildings. One 
New York dealer has a com- 
plete model playhouse con- 
structed near his yard office. 
His advertising suggests that 
the playhouse ends _ jangled 
nerves caused by. children’s 
hid. round pine post 18 fe tong restlessness on rainy days and 
riety cnaseeaicer Gas helps keep the main house neat 
$28.75 conten. 1 19 Ths. Kach and orderly. 

Almost all farms are good 
prospects for additional utility 
aol buildings, such as range feed- 
ers, poultry, milk or hog 
houses, machine sheds, ete. 
During their busy seasons, 
farmers are more likely to pre- 
fer a completely fabricated 
unit, and many dealers display 
one or more of these near their 
yard office. 
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4 Ban Lumber Company 5955 WASHINGTON, 


However, during slack sea- 


DENVER, sons many farmers like to do 
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their own construction work, 





so build-it-yourself units 
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Mohogany, Walnut and Cherry are woods appropriate 
for the construction of this fine -Ouncon Phyfe table 
Finish ina sermg/oss hand rubbed finish. 





for added decoration 
Brass Gallery may be 
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DETAILED DRAWINGS for build-it- 
yourself furniture are provided by the 
O’Malley Lumber Co., Phoenix. Special 
plans for young people are among 
the unusual merchandising ideas of 
this progressive organization. 





should be promoted. Several 
manufacturers of building ma- 
terials have excellent designs 
for these types of farm build- 
ings. Vic Boyer of the Boyer 
Lumber Company, Burr Oak, 
Mich., received a tremendous 
number of requests for these 
plans when he sent out that 
company’s advertising on rural 
routes. 

You’ll have a busy and profit- 
able fall if you stock and mer- 
chandise the items everyone 
needs. The man who buys fenc- 
ing, furniture plans, shelfing or 
a ping-pong table today, may 
be a new house customer to- 
Wr morrow. 
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C. R. Johnson 
“TREE FARMS” 


ASSUVE 


a continuous 


supply of 
NOYO 


REDWOOD 


AY 19, 1951 was a momentous 

occasion for Noyo, Chief of the 
Redwoods and symbol of Union 
Lumber Company’s friendly service, 
dependable quality and uniform 
grades for almost three quarters of a 
century. For on that date the 
“Noyo” and “Big River” units of the 











What ts 1t? 


A Certified Tree Farm is an area 
of forest land of any size, in 
private ownership, devoted pri- 
marily to the continuous pro- 
duction of commercial timber 
- crops under good forest practices. 
The Tree Farm movement was 
first started in 1941 by the 
American Forest Products In- 
dustries. 
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C. R. Johnson Tree Farms, compris- 
ing 65,331 acres of Union Lumber 
Company timberland, were dedicated 
at a ceremony in keeping with the 
significance of this forward step in 
forest conservation. Literally it gave 
Union Lumber Company, its em- 
ployees and products an assured 
future. It also meant that “Noyo” 
customers — thousands of loyal 
dealers throughout the land — now 
have assurance of a continuous, 
permanent supply of “Noyo” prod- 
ucts. @ These Tree Farms have on 
them some of the best and oldest 
second growth redwood now stand- 
ing. As there is still ample virgin 
timber for this generation, the job 





now is to maintain ideal growing 
conditions for properly maturing this 
second growth of timber so as to 
assure ample supply for the future. 
This calls for the cooperation of all 
concerned, including the public in 
protecting against fire. ¢ From the 
first small sawmill founded by C. R. 
Johnson in 1883, Union Lumber 
Company has grown into a great 
industry, with modern facilities, pro- 
viding the last word in production 
and efficiency. ¢ In keeping with the 
spirit of Tree Farm conservation, 
Union Lumber Company continues 
to manage its timber resources so 
that a continuous supply may be 
maintained for future needs. 


UNION LUMBER COMPANY 
California Redwood & Douglas Fir 


620 MARKET ST., SAN FRANCISCO 


GRAND CENTRAL TERMINAL, NEW YORK CITY ° 


MILLS AT FORT 


BRAGG, 


° 117 W. 9TH ST., LOS ANGELES 


228 N. LA SALLE ST., CHICAGO 


CALIFORNIA 
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MODEL GARAGE on office counter, says W. H. Hill salesman, is a big help 


in actively promoting garage sales. 





Re sthoas ealed Steel 


bondi 


FULL-SIZE MODEL GARAGE DOOR, erected at entrance of Foley’s parking 





Rank Meio Hen 
ee ito 


lot, commands the attention of every motorist. 


Aids to Garage Sales 


Manufacturers’ helps—working models, dra- 
matic billboard signs and attractive literature are all 


used by Foley’s in Jacksonv 


Ss eee 


Garages and garage over- 
head doors are leader items at 
Foley Lumber Company, Jack- 
sonville, Fla. 

The main tools in the sale of 
garages and overhead and can- 
opy type doors are the “South- 
ern Pine Garages and Garage 
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ille, Fla. 
Apartments” plan book; a 
model garage for counter dis- 
play; and a working full-size 
model overhead garage door on 
display at the entrance to the 
Foley customer parking lot. 
Foley Lumber Company for 
20 years has been on a main 
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thoroughfare leading from 
Jacksonville’s principal busj- 
ness section out to residentia] 
districts. Main Street at Fo. 
ley’s location is a fast traffic 
bouleyard. The garage door dis- 
play and the attractive store 
front display windows have 
been designed to divert traffic 
into the parking space and cus- 
tomers into the display room. 


Stress Outdoor Items 


“Florida is an outdoor 
State,” J. L. Price, manager, 
points out. “We stress outdoor 
items in our advertising to get 
people into our yard. Lawn 
furniture, table-tennis tables 
and tops, and related items, 
take the place of recreation 
room business up north, for we 
seldom have basements.” 

Wallboards, hardware, paint, 
and products that make up 
garage apartment and general 
remodeling business, are fre- 
quently displayed in the wind- 
OWS. 

Jacksonville uses wood pan- 
eling in its homes. Foley’s dis- 
plays eight types on a revolving 
bracket—Mexican peach, red- 
wood, striated plywood, knotty 
pine, cypress, and plywoods in 
several finishes. 


Garage Business Important 


Manager Price says this pro- 
motion results in garage, ga- 
rage apartment and garage 
door business. 

“In fact,” Price adds, “there 
may be as many calls for ga- 
rages and overhead or canopy- 
type doors when we’re not ad- 
vertising them as when we are. 
Such business is just as apt to 
develop when we are advertis- 
ing room additions or some- 
thing totally different. Our 
idea is to keep our name be- 
fore the public and to push 
leaders that will bring more 
people into our display rooms.” 
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Attractive living room paneled in Knotty Pine Plywood, Mr. Urban Floor, Rockford, Ill. 


Firat choice for every PANELING JOB... 
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Plywood cabinets, Plastic counter top, 
tileboard walls. 





Get these sales attracting signs for showroom 
and front window display. Size: 8" x 42". 
Check signs you want and mail coupon today. 


Suggest PLYWOOD for beautiful and durable remodeling jobs in attics, 
basements, living and bedrooms. . . PLYWOOD that lasts for the life of the 
house. Aetna can furnish you with FREE working plans to help "Sell" your 
customers. 


Sell PLYWOODS for remodeling of homes and stores as wall paneling, 
ceilings, subfloors, built-in cabinets, partitions, etc. Hundreds of sizes are 
available NOW from Aetna's 4 warehouses in Fir, Birch, Pine, Oak, Gum, 
Walnut, Mahogany — over 40 species. 


Also stock for profits these Plywood Specialties: 


1. PLYTEX e¢ Wire Brushed Decorative Fir Plywood. 

2. LINWOOD SIDING e Pre-fabricated !/."" Lumber Siding. 

3. FLUSH DOORS e¢ Birch, Oak, Philippine Mahogany, Fir (paneled). 

4. MOULDINGS e Pine and Philippine Mahogany — over 80 patterns. 

5. CONSOWELD & PARKWOOD e Plastic Sheets for table and sink 
tops. 

6. TILEBOARD e Wal-Lite, Satin-Lite, Grani-Lite—10 colors, 4 x 6’, 8’. 

7. GLUES, REZ Wood Sealers, Single-ply Veneers, Die Blocks. 


Write for FREE 12 page Plywood Buying Guide — Teleply +535. 


AETNA PLYWOOD & VENEER COMPANY 


1732.N. Elston Ave., Chicago 22, Illinois 
ARmitage 6-7100 


BRANCH WAREHOUSES: GRAND RAPIDS, MICH. — INDIANAPOLIS 21, IND. — ROCKFORD, ILL. 


Gr re ere cree eee seressseseeeees= 
I 


To: Aetna Plywood & Veneer Company 9-51 AL 
1732 N. Elston Ave., Chicago 22, Ill. 


Please send me Free Signs checked: 
[] Use Plywood — Wood of 1001 Uses 
[] See Plytex — Amazing New Plywood Here 
(J Modernize your home — Buy new flush doors 
1 Baylaun Philippine Mahogany Plywood 
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WINGS AND ADDITIONS ARE EASY TO ADD when wood 
siding is used. A new coat of paint blends old and new 
parts of building together. 


VARIOUS PATTERNS OF WOOD FINISH fit into every 
type of architectural style, including low pitched roofs 
with wide overhangs. 


Lumber: All-Purpose for All Customers 


Lumber is not merely an inanimate product stacked 
in the yard. It has a vivid and honorable tradition be- 
hind it . . . a fascinating history of usage and adaptions 
which has come down to us from the ages. It summons 
up pictures of the log cabin and the great clipper ships 
out of which came the pioneers and the trade which 
helped make this country great. Yes, there’s a colorful 
romance to lumber! 

But more that that, in these days when our advanced 
civilization demands more comfort, more accommodation 
towards better living, more beauty and durability in the 


Promote Exterior Sidings for 
More Remodeling Profits 


home, lumber becomes the dealer's prime selling attrac- 
tion to the average customer. In new construction as in 
remodeling, in a host of applications from doghouses to 
dormers, lumber is in demand. Its versatility and strength, 
its eye-appeal and long-lasting provisions for gracious 
living, give it an ever-vital sales appeal. By constantly 
helping your customers to visualize the limitless ad- 
vantages and methods of installation which can benefit 
their homes, you become a counselor rather than just a 
salesman. And your profits will be in direct proportion 
to your ability as such. 


ber. Once unsatisfactory be- 
cause knot resins bled through 





Since man emerged from 
caves into structures of his own 
devising, wood siding has been 
the most widely used of all ma- 
terials for exterior residential 
wall surfacing. And despite 
later introduction of other 
products, it has remained the 
first choice wherever it has 
been available. 

The reasons are many. Wood 
siding is strong, durable, at- 
tractive and architecturally 
adaptable to any style of house. 
It lends itself to remodeling 
better and more economically 
than any other usable mate- 
rial. 

To sell wood siding profit- 
ably, these qualities must be 
pointed out to the customer, 
whether he is contemplating a 
new house or revamping an old 
one. It can be done in a num- 
ber of different ways, but a 
few fundamentals should be 
followed. 

First, demonstration panels 
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—approximately 3 feet square 
—should be available in the 
display room in three or four 
basic patterns. Other patterns 
may be demonstrated by means 
of drawings available from 
manufacturers or their asso- 
ciations. 


Put Color in Your Display 


Display panels should be 
painted, preferably in various 
colors. Bevel siding, most pop- 
ular of all wood siding, is most 
frequently reprinted white, 
Flush, or drop, patterns or 
board-and-batten styles may be 
finished in popular pastel tones 
or, where the wood species may 
be treated that way, with a 
brown or red-brown stain. Dis- 
plays may be made to do dou- 
ble duty as paint samples, too. 

For the budget remodeler, 
or builder, don’t overlook Econ- 
omy Siding, manufactured from 
common or knotty grade lum- 


paint, western pine siding in 
knotty grades now may be 
treated with an_ inexpensive 
sealer —a product of western 
pine industry research—before 
painting. The clear liquid sealer 
stops resins from leaching 
through and prevents discolor- 
ation and peeling over knots. 
Larger panels are not neces- 
sary for convincing demonstra- 
tions. Siding is a familiar 
enough item so that the custo- 
mer can visualize without diffi- 
culty the appearance on his 
completed house. If supple- 
mentary visualization should 
be required, pictures in manu- 
facturers’ literature or home 
service magazines can accom- 
plish much more than any 
large scale dummy wall, for 
they afford a view of land- 
scape, door, window, trim and 
roof integration usually impos- 
sible with an indoor exhibit. 
To illustrate strength and 
durability, the dealer need only 
call attention to the many old 
but still sturdy frame houses 
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HERE A FEW RANDOM WIDTH 
boards properly installed with ap- 
propriate trim lend an otherwise or- 
dinary room an individual appeal. 


in his city. If he runs into com- 
petition with other materials 
over earthquake or hurricane 
resistance, manufacturers or 
their associations can supply a 
jugful of literature containing 
case histories and photographs 
of the aftermaths of disaster. 
(Wood construction will with- 
stand far greater racking than 
other materials for it will “roll 
with the punch” much like air- 
plane wings or high bridges de- 
signed to give slightly under 
stress and then spring back 
into place.) 

Siding prospects are easily 
sold on the appearance of wood 
by photographs, more so if they 
are in color. Wives are particu- 
larly pleased by its paintability 
and the fact that the color may 
be changed at intervals. And 
it’s obvious from observation 
of other homes that wood can 
be used to express any archi- 
tectural style from Early 
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MODERN WINDOW WALLS ARE EASY TO DESIGN 
and build when used with wood framing sidings. 








TRADITIONAL TYPES OF WOOD HOMES lend them- 
selves to additions and improvements both structurally 
and architecturally. 





WOOD PANELING CAN GIVE A PLAIN ROOM a brand new appearance. 
Paneling can be applied with a minimum of muss and fuss. 


American to Advanced Mod- 
ern. The cozy, comfortable 
Cape Cod demands bevel siding 
of wood. Rambling ranch styles 
are at their best with board 
and battens of rough boards. 
Clapboards and Colonial go 
hand in hand. Slant-roofed 
modern requires the clean-lined 
simplicity of wood. 

Know Your Insulation Facts 

Insulative properties of wood 
should be considered in all cli- 
mates. It should not be main- 
tained that wood siding alone 
will provide all insulation nec- 
essary against heat or cold, but 
wood is an extremely effective 
insulator (remember the old 
wooden ice box?) compared to 
masonry. 

But wood’s most important 
qualifications to the do-it-him- 
self remodeler is its workability 
without tools and a course of 
instruction beyond the reach 
and experience of the amateur 


carpenter. Many remodelers 
will employ skilled labor for 
essential work such as framing 
and footings, then proceed on 
their own with the balance. 

With wood siding, as with 
any other aspect of remodel- 
ing, the dealer should be 
equipped to supply plan and 
estimating . services. And be 
prepared to lead the customer 
through the intricacies of home- 
improvement financing. 

All available media may be 
used in advertising wood siding. 
Illustrative media such as news- 
papers, direct mail, theater 
shorts and television permit 
pictures and descriptive mat- 
ter. Many manufacturers have 
the necessary sales aids—mats, 
literature, movie shorts —to 
do the job economically. The 
dealer need buy only the space, 
postage or time and pay a slight 
cost-covering charge for the 
tools. 
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WOOD DOES AN EXCELLENT JOB of converting a back 
porch or an unfinished attic area into a perfect room for 
children. 


Showroom displays of wood 
siding can be dramatized effec- 
tively with simulated product- 
in-use exhibits illustrating re- 
sistance to weather. An ultra- 
violet ray lamp bearing on a 
section of wood siding over 
which water is cascading, for 
example, will pointedly demon- 
strate weather resistance where 
climate and competing claims 
occasion any doubt of wood’s 
durability. 

To many potential customers, 
the beauty and history of wood 
are either taken for granted 
or not fully known. In your 
merchandising, you can make 
those facts come alive. One 
tried and true method is the 
open house, featuring colorful 
displays of sidings, photo- 
graphs of installations taken 
from the national home mag- 
azines, and demonstration by a 
salesman who can hold the in- 
terest of his listeners as he dis- 
cusses the versatility and at- 
tractiveness of wood. Or again, 
a film may be shown as a spe- 
cial attraction at such an open 
house event, with the sales- 
man’s pointed comments after 
the showing, appealing to many 
specific interests and needs 
which potential customers may 
have. 

Attention should be called to 
wood’s warmth and inviting ap- 
pearance, the charm that no 
other materials can supply. 
Wood can transform a house 
to a home. It does not make 
it resemble an institution. 
Wood, in short, is a friendly 
material — workable, paintable, 
re-usable, economical and beau- 
tiful, the perfect solution to 
any siding problem. 
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IN THE REMODELED KITCHEN, wood paneling gives 
the housewife beauty as well as long-lasting qualities and 


ease of maintenance. 


Merchandise Interior Paneling 


For Beauty and Service 


Until modification of Regula- 
tion X and/or loosening of the 
mortgage money market, the 
remodeling customer ranks as 
one of the dealer’s major ob- 
jectives. Remodeling to most 
people means converting un- 
used space to useful rooms. 
And the average remodeler, 
operating on a budget as tight 
as anything the Federal Re- 
serve Board can dream up, 
wants to do much of the work 
himself. 

The situation is a natural 
for wood paneling, for it’s easy 
to install and easier to finish. 
And as an investment it’s one 
of the most economical wall 
finishes Mr. Home Owner can 
buy. He’s through with redec- 
oration worries for the rest of 
his life,and the application of 
a little periodic soap and water 
is all he needs to keep his pan- 
eling as fresh and beautiful as 
the day he put it in. 

But it’s up to the dealer to 
demonstrate: (1) the many 
species and patterns of panel- 
ing; (2) how each achieves a 
different decorative effect; (3) 
how easy it is to install wood 
paneling; and (4) how easily 
it may be finished and main- 
tained. 

In return the dealer will real- 
ize sales in (1) the paneling, 
(2) moldings and trim, (3) 
nails and tools and (4) paints, 
stains, varnishes, thinners, 
brushes, ladders, plus inciden- 
tal merchandise such as light 
fixtures, wiring, flooring, ceil- 
ing, subflooring, etc. 


It’s difficult for most people 
to visualize a complete wall 
surface from a small sample, 
just as it’s hard to order a suit 
from a swatch. Grain effects 
can’t be determined and colors 
don’t appear in a small piece 
just as they will in a large 
panel. 


Help Customers “See” 


Wood paneling, to be demon- 
strated properly, should be 
made up in 4’ x 8 or larger 
displays. If space doesn’t per- 
mit placing an unlimited num- 
ber of large panels on wall 
areas, consider the use of ro- 
tary racks or, if facilities per- 
mit, removable wall panels. 
Whenever possible, the display 
should be part of a unit con- 
taining room furnishings in 
neutral or popular colors in- 
cluding, as essentials, a chair, 
lamp, lamp table and carpet. 
Thus the prospect needn’t rely 
upon his small powers of vis- 
ualization; he or she will be 
able to picture the exact effect. 

It is admittedly impossible 
to demonstrate the infinite vari- 
ety of color tones and combina- 
tions possible with wood panel- 
ing. Three or four basic shades 
should be available, however, 
in panel-size demonstrators. 
Knotty-pine panels, for exam- 
ple, in natural color, in drift- 
wood gray, in white limey 
(bleached), and in red-brown 
stains afford points of depar- 
ture for the customer. A vari- 
ety of other colors can be dem- 
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onstrated with hand samples. 

Manufacturers’ literature is 
invaluable for demonstration 
purposes. It not only will show, 
in most cases, color combina- 
tions but will also provide a 
multitude of ideas for the in- 
stallation of built-ins, closets 
and decorative moldings. 


Show Them How To Do It 


No sale should be considered 
complete unless the dealer has 
reasonable assurance that the 
work will be done with some 
degree of skill. If the prospect 
is going to have his work done 
by a professional builder, car- 
penter or cabinetmaker, he need 
not worry. But if Mr. Prospect, 
who may or may not know 
how to drive a nail, indicates 
he’s going to do it himself, the 
alert dealer will do his best to 
show him how. For if, regard- 
less of the quality of the mate- 
rial, the job turns out unsatis- 
factorily because of poor work- 
manship, the customer may 
transfer his displeasure into 
resentment against the dealer. 

Here again manufacturers’ 
literature should be _ brought 
into play. Much of it contains 
detailed instructions on how to 
apply the makers’ respective 
products to the wall area. If 
none is available, the dealer’s 
knowledge of elementary car- 
pentry can easily be incorpo- 
rated into simple booklet form 
that will save his customer 
hours of experimenting. 

Wood paneling is one of the 
easiest wall covering materials 
to finish. And it permits the 
widest selection of design treat- 
ments. In its natural state, it 
is available in knotty or clear 
grades and with the grain vari- 
ations inherent in the many dif- 
ferent woods on the market. 
It may be stained or tinted to 
any color or tone the customer 
may choose. Or it may be 
painted or enameled to solid 
colors. 

Most important, the work may 
be done by the rankest of ama- 
teurs with a minimum amount 
of experimentation on waste 
pieces. It’s necessary for the 
dealer only to provide the fin- 
ishing materials, a representa- 
tive selection of color samples 
and the admonition that any 
shade be tried experimentally 


before it is applied to the wood. 


Estimating should be a part 


of the dealer’s service. The av- 
erage householder will either 


Burtpinc Propucrs MERCHANDISER 


buy exactly enough paneling to 
cover a given wall area (failing 
to allow for trim waste) or he 
will allow too much. 

Planning aids for odd-shaped 
rooms will lead the way to in- 
creased sales of stock cabinet- 
work or material for built-ins. 
Many manufacturers also have 
make-it- yourself plans for 
tables, chairs, bookshelves and 
other furnishings that may be 
made at home from matching 
lumber. The merchandising 
dealer shouldn’t overlook them. 

Advertising wood paneling 
may be accomplished in what- 
ever media dealers have avail- 
able. Most common is the local 
newspaper; and to successfully 
sell paneling or any other dec- 
orative material the product 
should be illustrated, not just 
described in type. Once again 
the alert dealer will resort to 
manufacturers’ mat _ services. 
To reinforce his newspaper ad- 
vertising, he may use manu- 
facturers’ literature for direct 
mail campaigns. But remem- 
ber this: put “life” in your ads 
by showing product use in ac- 
tual installation. A sketch of 
an attractively remodeled room 
has a powerful sales story all 
its own. Tell that story as 
often as you can! 

An increasing and effective 
medium is theatre advertising 
and, where available, television. 
Both have the advantage of 
showing product-in-use, in mo- 
tion. Progressive manufactur- 
ers or manufacturer associa- 
tions can furnish advertising 
film for either purpose, usually 
in color or black and white. 

With wood paneling, as with 
any other product, the modern 
merchandiser should not ignore 
credit terms, either of his own 
making or in conjunction with 
bank or lending institution 
services. As part of a remodel- 
ing project, paneling is more 
often included in improvement 
loans. 

Properly merchandised, well- 
displayed wood paneling can 
be one of the dealer’s basic 
profit-makers, for it’s a versa- 
tile product. In kitchen, dining 
room, living room, den, party 
room, bathroom or bedroom, 
it’s equally attractive, equally 
acceptable and equally durable. 
Available in many patterns to 
fit any architectural theme 
from Colonial to Contempo- 
rary, it has universal appeal. 
And it’s easily sold. 





MILLS—MILLWORK JOBBERS 





USE OF SECURITY, PRE-FIT 


WILL SAVE TIME AND 
MATERIALS—INCREASE OUTPUT 








Full Metal 
Jambs with 
Built-in 
Sash Guides 
é 
All Metal 
Rib Strips 
s 
Easier—Faster 
to assemble 
e 
Better and 
Neater 
Fitting 
e 
Easier 
Operating 
e 
Lower 
Costs 
es 
Greater 
Dealer and 
Consumer 
Appeal 























Used with Stock Plank 
_ Frames and Stock Sash, Se- 
curity Sentinal Weather- 
Strips eliminate the need 
for costly top grade lum- 
ber and machining of 
frames. Investigate other 
features and savings. 


WEATHER 
STRIPS, WRITE — WIRE — TELEPHONE 


MR. VAN FLEET FOR SPECIAL 
STRIPS and DISCOUNTS. 











TET ae 
$7 8S25) ae 
oe 


The SECURITY CO. 


385 Midland Detroit 3, Mich. 
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THIS LOVELY PORCH, with its emphasis on light-and- 
air-giving windows, can easily become the homeowner’s 
favorite room—and one of your most profitable jobs! 





SF 


IF THE PROSPECT’S FAMILY IS GROWING, he may 
want an extra room added to his existing house. And 
attractive use of windows will make that addition roomier 









Pe ‘ ¥ , y i if 
HERE’S AN EXTRA LIVING ROOM that used to be a 
porch. The homeowner got extra space by enclosing with 
window units—and that’s a sales thought for you to sug. 
gest to other homeowners! ‘ 





ee i aw di 
A NEW KITCHEN IN AN OLD HOME, with new window 
units to add beauty to the room, is just one of the many 
sales ideas you can merchandise to the homemaker, 





and more healthful. 


Sell Window Units for Remodeling 


Variety of installation jobs suggests many 
leads for promotion to homeowners. 


Building money may not be 
so plentiful as in the past, but 
more homeowners are seeking 
extra living space than ever 
before. And Regulation X, 
which makes it difficult to build 
or to buy, also makes it fairly 
easy to finance expansion of ex- 
isting homes. 

More remodeling will be the 
result, and there are five prin- 
cipal ways in which the home- 
owner will use window units: 

1. To enclose porches or 
breezeways. 

2. Adding of dormers to fin- 
ish attics. 

3. Using windows in rooms 
added at the ground lével (in- 
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cluding conversion of existing 
garages to living space). 

4. Adding windows to mod- 
ernize existing rooms, such as 
kitchens and living rooms. 

5. Completely rebuilding an 
old home to provide practically 
a new structure on a valuable 
piece of property. 

On the last four of these five 
classes, much of the work will 
come to the lumber dealer the 
way he usually gets orders for 
new construction. Not so, when 
it comes to enclosing porches 
or breezeways! And this type 
of business, by the way, may 
become so important as a use 
for window units that it may 


equal all the other classes put 
together if you merchandise 
aggressively to your prospects. 

For modernizing, for adding 
beauty and space and a feeling 
of comfortable living, window 
units give you many talking, 
advertising and merchandising 
points to pass on to the home- 
owner. Be sure to have a good 
display of window units in your 
store, showing actual installa- 
tion wherever possible, and 
back it up with some of the 
handsome manufacturers’ dis- 
play aids which illustrate the 
part window units play in giv- 
ing new beauty to existing 
homes. 

Ideally, window units are 
sold right along with package 
jobs of remodeling, and _ the 
more you suggest the package 
idea to the homemaker, the 
more profits you make! 
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OU’LL make more sales more 

easily to every type of customer 
— home-owner, builder, contractor, 
roofer—if you give them these facts 
about ‘‘Century’’ Asbestos-Cement 
Roofing Shingles: 


SMART APPEARANCE ... the variety 
of attractive colors—Spanish Red, 
Surf Green, Gray Duoface, and Black 
—lets you satisfy every taste and 
architectural demand. Deep, weath- 
ered texture gives pleasing shadow 
effect. When a customer puts appear- 
ance first, recommend ‘“Century’’ 
Shingles! 


SMART FOR PROTECTION . . . Roofing 
of stone-like durability! “Century” 
y Shingles resist fire and weather; can’t 
be hurt by termites or rodents; will 
not rust or rot. If your customer wants 
aroof that will last the life of the house, 
recommend ‘‘Century”’ Shingles! 


SMART FOR ECONOMY... Made of 
Asbestos and Cement—both non- 


Modern residence roofed with No. 30 
Black "Century" Asbestos-Cement Shingles. 





KEASBEY & MATTISON 


COMPANY +> AMBLER» PENNSYLVANIA 


Original Manufacturers of Asbestos-Cement Shingles 


Smart choice for roofing— 
TP) ” 
Contwruy” 


ASBESTOS-CEMENT SHINGLES 


critical materials — ““Century’”’ 
Shingles are moderately priced. Spe- 
cial large surface area patterns are 
designed for quick, easy—therefore, 
inexpensive—application. And, be- 
cause ‘‘Century”’ Shingles never need 
painting to preserve them, mainte- 
nance costs are negligible. For the 
customer who is cost-conscious, rec- 
ommend “‘Century”’ Shingles! 


AND A “PLUS” FOR YOU! To help you 
sell more ‘““Century”’ Roofing Shingles, 
they are regularly advertised in such 
national publications as TIME, 
COUNTRY GENTLEMAN, SUCCESSFUL 
FARMING, AMERICAN BUILDER, PRACTI- 
CAL BUILDER, AMERICAN ROOFER & 
SIDING CONTRACTOR, NATIONAL 
ROOFER, and MAGAZINE OF BUILDING. 
This advertising, together with the 
strong story of a top-quality product, 
can help you build your business—in- 
crease your profits—with ‘‘Century”’ 
Asbestos-Cement Roofing Shingles. 
Write us for details. 








in this Country 
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ADDITIONS AND REMODELING comprise one of your 
largest volume markets. By creative selling to the pros- 





pect, you can get your full share of this profitable business, 


Better Living for Them -- Bigger Profits for You 


Sell more packages by selling the satisfaction of a need rather than 


price ... 


In any business, there’s real 
satisfaction for the retailer who 
can provide the kind of service 
that helps a customer realize 
and fulfill his needs. But per- 
haps in the building industry as 
in no other, there exists today 
a tremendous opportunity for 
doing just that ... with a hand- 
some profit to crystallize the 
feeling of satisfaction for a job 
well done. 

We refer to the consumer 
market for additions and re- 
modelling, one which has in- 
creased by leaps and bounds in 
the past few years, and yet one 
whose surface has still not been 
fully tapped. It is second only 
to new construction in dollar 
volume, but it offers a still 
greater potential for the dealer 
who is equipped to offer pack- 
aged building materials and 
who, most important of all, pos- 
sesses the know-how of creative 
selling. 

Such a dealer, by not only ap- 
pealing to his customer’s needs 
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and sell them creatively. 


but also by showing them that 
they exist, lifts himself above 
the rank of order taker and 
demonstrates his value to the 
community as a counselor who 
puts consumer service foremost. 

This scheme of service, then, 
is the keynote to your advertis- 
ing and merchandising efforts. 
To promote price or materials 
alone runs the risk of leaving the 
prospect indifferent. He is not 
convinced, because he has not 
been shown the need for buying 
the materials offered to him. 
But point out the benefits he 
can derive by way of better liv- 
ing, greater convenience and 
ease, more comfort and storage 
space, more room for entertain- 
ing family and friends, the pos- 
sibility of added 
renting out an extra room... 
and he is eager to learn just 
how he can accomplish these 
things. 

It is just this reasoning which 
has led national manufacturers 
of building products to concen- 


income by , 


trate on the subject of better 
living when advertising to home- 
makers in high-readership wom- 
en’s magazines. And their ener- 
getic and consistent campaigns 
have helped to pre-sell these 
homemakers on making addi- 
tions and remodelling. Conse- 
quently, you must take the next 
step in your merchandising and 
advertising . . . by identifying 
yourself as the dealer in your 
community who can help the 
homemaker to better living, and 
then prove.it! 

Study your community in- 
tensively. Wherever there are 
births, moving of parents or re- 
lations in with a house-owning 
family, children coming back 
from school to live at home, 
purchases of cars, there is a 


_ need for extra space. When 


a homeowner gets a pro- 
motion on his job with more 
income, he will want to give 
his family more conveniences, 
more attractiveness in 
the home... which means more 
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SUGGEST THE PACKAGED MODERN BATHROOM to 
your customers for greater convenience. 
families, an extra one is a logical idea for your promotion. 


opportunity for remodelling for 
you. By knowing what your 
customers need, you “have your 
foot in the door” to sell them. 
Show them what benefits they 
obtain from the various build- 
ing packages which may be ap- 
plicable to their particular 
needs, and how easy it is to ob- 
tain them. And watch your 
sales mount, for one job leads 
to another! 


Amusement Rooms 


The man who has a hobby 
like table tennis or machine 
working, or a growing family of 
youngsters, or who enjoys enter- 
taining guests is an ideal pros- 
pect for the addition of an 
amusement room. But your 
merchandising of such a remod- 
elling should highlight the ad- 
vantages and pleasure which 
the entire family can derive 
from it. Usually the installa- 
tion is made either in a base- 
ment or in an existing little- 
used room, and the design will 
depend on what the customer 
wants to spend. Costs are there- 
fore very flexible, and what far 
outweighs them in the pros- 
pect’s mind are such basic ap- 
peals as a safe and cheery place 
for his children to play, a com- 
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For the larger 


fortably intimate site for in- 
formal parties. 


Attics 

Every house with an unusued 
attic is a good selling prospect 
for a beneficial remodelling job. 
The possibilities for conversion 
and more comfort and space in 
the house are numerous: an ex- 
tra bedroom, a children’s play 
room, a hobby room for Mom 
and Dad or a sewing room for 
Mom, additional closet space. 
The attractive view ana coziness 
of an attractively designed re- 
modelled attic are right in line 
with the family’s pride of own- 
ership and desire for better 
living. 
Bathrooms 


In your community, you’ll 
find many possibilities for re- 
modelling older bathrooms to 
give the family modern appear- 
ance and comfort, both by en- 
largement and by installation 
of new and attractive fixtures. 
Equally, many families, because 
of relations, roomers or new 
children, are in need of a second 
full or half bathroom. Your 
sales appeal here is emphati- 
cally one of convenience. 


Bedrooms 
Bedrooms constitute one of 
your most profitable phases of 





THIS CIRCULAR BREAKFAST ROOM may be part of a 
kitchen remodeling job, or planned as a separate conver- 
sion of already existing little-used space. 


additions and remodelling. In 
many instances, families who 
purchased smaller-sized houses 
after the war are anxious to ex- 
pand existing facilities or build 
an extra bedroom. Again, fami- 
lies with babies who have grown 
old enough to require rooms of 
their own are definitely in the 
market. Or again, conversion of 
an attic or little-used utility 
room might enable a family 
who need extra income to rent 
out a spare bedroom. All these 
ideas lend themselves to effec- 
tive sales promotion. 


Closets 


Young families starting out 
in a small house tend to ac- 
quire linens and household 
goods that require storage, and 
there isn’t a housewife alive 
who doesn’t long for “just a 
little more closet space.” Inex- 
pensive remodelling can satisfy 
that need in an existing bed- 
room, utility room, attic or hall- 
way, by building into the room 
a plain clothes closet or a ward- 
robe with shelves and drawers 
designed to fit individual needs. 


Fireplaces 


The traditional beauty and 
comfort of a fireplace seems 
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A FIREPLACE ADDS BEAUTY and a cozy center for 
family gatherings to any home. Suggest this in your 
merchandising, as well as the added warmth it-will give 
in cold weather. 





A DRAB, CHEERLESS AND UNUSED BASEMENT can 
be transformed into an attractive amusement room at 











ed 


HOUSES WITH UNUSED ATTICS offer excellent possi- 
bilities to you for creative selling. Remodeling may be as 
an amusement room or extra bedroom. | 
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DEPENDING ON THE CUSTOMER’S FACILITIES, a new 
extra-space porch may be merchandised as the addition 





moderate cost. Show your customers the benefits of such 


a remodeling job. 


somehow always to be associat- 
ed with the “dream house.” 
Families gather before it to 
chat over activities and plans, 
it gives comfortable warmth in 
cold weather, it adds a festive 
note to parties and gatherings. 
Often the addition of a fireplace 
to a living room leads to re- 
modelling of that space into an 
amusement room, with extra 
comfort and “liveability” for 
the family. 


Garages 


Two types of customers are 
at your disposal for the sale of 
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of a wing or simply a high fence and canvas awning. Play 


up family health and comfort. 


garages: the home owner who 
has just purchased or plans to 
purchase a new car, and the 
home owner who, because of 
shortage of materials, built his 
house without a garage. A new 
garage will benefit the customer 
by protecting his large invest- 
ment in the car, giving him ease 
of starting in winter, improving 
his property for later resale, 
serving as storage space for his 
tools. Often the home owner 
prefers to build his own garage, 
so that ease of installation 
should be pointed out in selling 
the package. 
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Kitchens 


Undoubtedly the modern, 
streamlined kitchen, planned 
for beauty and efficiency, has 
won major advertising atten- 
tion by national manufacturers, 
whose sales helps are planned 
to enable dealers to sell a com- 
plete, profitable package. Your 
advertising and merchandising 
should promote the convenience 
of a well-designed kitchen, talk 
up how it will pay for itself in 
labor and time and even food 
savings. Then, too, a new kitch- 
en will enable the company- 
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CONVERSION OF AN UNUSED ROOM into new living 
space which may include a combination living room and 
bedroom, kitchenette unit and bathroom will enable a 
homeowner to rent out at a profit or to provide for rela- 





HOW MANY RESIDENTS IN YOUR COMMUNITY still 
have cramped, old-fashioned kitchens, or want roomier 
new installations? 
customer. 


Every one of them is your potential 





tives and in-laws. 





MAKE YOUR PROSPECTS VISUALIZE the advantages of 
having a private garage. Sell the package on the basis of 
protection for their investment, easier winter starting, 
extra storage space. 


loving housewife to serve more 
elaborate meals more quickly, 
bake more of those cakes and 
cookies her family dotes on, give 
her facilities for tasty, budget- 
helping canning and preserving. 
Selling a kitchen package by in- 
corporating such appeals is 
talking the homemaker’s lan- 
guage in an attention-getting 
way! 


Porches 
Early spring is the time to 


paint a tempting picture of the 
ease and comfort the family 
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them! 


will derive from relaxing on 
their own private porch in sun- 
ny weather. Though the addi- 
tion of a porch, profit-wise, may 
seem small, a satisfactory, at- 
tractive job often gives you an 
in for further remodelling jobs 
in the interior of the customer’s 
house. Another theme to play 
up in selling is the convenience 
and health-giving feature of 
this “extra room.” For best re- 
sults here, merchandise the new 
porch as a year-round provjder 
of more living space for the 
children and the family. 





of the residents 
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SETS TO ACCOMMODATE a growing 
and linens are basic necessities for most 
in your community. Tell them—sell 


* 


ROOMIER CLO 
family’s clothes 


Other Rooms 


Specialty rooms are another 
profitable phase of your addi- 
tion and remodelling business. 
Many customers haven’t 
thought of the possibilities of a 
new utility room, breakfast 
nook, sewing room or den, or a 
spectator room for the TV set, 
radio or audio equipment for 
long-playing phonograph rec- 
ords. Show your counselorship 
in your field by recommending 
such “better living” ideas to 
your community. 
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PARQUET-TYPE HARDWOOD 
FLOORING has gained wide accep- 
tance and is adaptable to most re- 
modeling jobs. 





| 


HOMEOWNERS CAN INSTALL PAR- 
QUET FLOORING with relative ease 
if dealer will supply necessary infor- 
mation on laying. 








es 


END-MATCHED STRIP FLOORING 
helps make over any room and can be 
laid by the average home-craftsman, 


How to Sell More Hardwood Flooring 


Promote the beauty and ease of installation in 
the home as a necessary and satisfying improvement. 


Full-color illustrations in the 
national home magazines have 
helped to pre-sell women on 
the eye appeal of hardwood 
flooring. You can channel that 
interest your profit way at 
point of sale. Use aggressive 
merchandising display and ad- 
vertising that will tell your 
prospects you stock the prod- 
uct they have seen and admired 
in these influential publications. 
And in many instances, you’ll 
find you can sell related items 
in the home improvement line 
by your attention to this de- 
mand product. The same holds 
true for new construction. 

For in remodeling or repair- 
ing, just as in new construc- 
tion, hardwood flooring is a 
wise choice and a sound invest- 
ment for your customers. In 
perfect harmony with all styles 
of architecture and decoration, 
a hardwood floor blends with 
its surroundings. Not only is 
it a decorative floor, but it is 
also a “good mixer,” harmoniz- 
ing with and complementing 
every other feature of a room. 


Initial Cost Reasonable 


Point out to your prospects 
that the initial cost of a hard- 
wood floor is reasonable, but 
even more important is the eco- 
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nomical service it will give over 
a long period of years. Simple 
care will make it last the life- 
time of a home. Even after 
years of sturdy service, all its 
original beauty can be restored 
by refinishing. Among its other 
virtues which appeal to the 
homemaker are those of quiet 
and sound absorption, its re- 
silience underfoot, its walking 
comfort, and its several de- 
grees warmer in winter than 
composition floors. 

One of the strongest selling 
points for hardwood is _ its 
simple upkeep. Regular sweep- 
ing and an occasional cleaning 
and waxing does the job per- 
fectly. Prefinished hardwood is 
easiest of all to maintain be- 
cause the finish is baked into 
the wood to keep out dirt and 
stains, and it will not scratch, 
chip or peel. 


Installation Is Easy 


If your customer intends to 
install hardwood himself, or 
even if he has the job done for 
him, the ease of installation is 
a major sales point. It is laid 
over wood subfloor or old floor, 
or laid in mastic over concrete. 
The last type of installation is 
ideal for modern homes and 
buildings with concrete slab 


construction, and it may be 
used also in converting a con- 
crete basement into a playroom 
or living area. Among the ad- 
vantages of installing in mastic 
are: (1) extra quietness and 
resilience; (2) no screeds to rot 
or be damaged by termites; and 
(3) no airspace between floor 
and subfloor, which makes for 
greater sanitation and less fire 
hazard. 

Prefinished hardwood is most 
desirable for remodeling be- 
cause sanding and finishing on 
the job are not necessary. Pre- 
finished floors can actually be 
installed and used the same 
day. Another advantage to pre- 
finishing is that it eliminates 
guesswork and disappoint- 
ment: the owner knows in ad- 
vance how the floor will look 
and wear. 


Prefinishing Preferable 


For remodeling or new con- 
struction, prefinishing is pref- 
erable and practical from the 
dollars - and -cents standpoint; 
first, because the cost of a pre- 
finished floor is normally less 
than the cost of unfinished 
flooring plus the expense of 
sanding and finishing on the 
job; second, because builders 
save from three to five days’ 
time by eliminating job-finish- 
ing operations. 

Another sales angle for you 
to stress is that many home- 
owners have achieved interest- 
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PRE-FINISHED STRIP FLOORING 
eliminates sanding and _ varnishing 
operations for owner who lays own 
flooring. 


ing variety by choosing two or 
three types of flooring for their 
houses. For example, blocks in 
the living room, strip in the 
bedrooms, and plank in the den 
or recreation area. Regardless 
of the type of hardwood 
selected, it offers your cus- 
tomers the advantages of resil- 
ience and comfort underfoot, 
warmth and insulating quali- 
ties, great structural strength, 
resistance to age as well as 
wear, sunlight and temperature 
changes, and ease of repair in 
the event of damage. 

These, then, are sales points 
to stress in your advertising, 
in your discussions with pros- 
pects who visit your place of 
business, and, most dramatic- 
ally of all, in your actual prod- 
uct displays. 


Two Types of Displays 


In general, displays are of 
two main types: the sample 
display and the actual installa- 
tion display. The former con- 
sists of arranging at eye level 
a group of hardwood samples 
with clearly readable signs or 
cards telling the customer the 
cost per board foot and per- 
haps the total cost for a floor 
of a given size; the latter is 
usually an actual section of 
flooring in your store or office. 
Both displays should be kept 
at their physical best, to con- 
vince the homemaker at first 
glance that hardwood has a 


dramatic beauty all its own..: 


Keep them clean daily. Make 
Sure that plenty of manufac- 
turer’s literature is conven- 
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COMPACT DEALER DISPLAY COM- 
BINES wall and floor tile and samples 
of wood flooring and paneling around 
the post. 


iently placed where the pros- 
pect can refer to it while walk- 
ing on the floor or examining 
the displayed samples. . 
In your advertising, use the 
themes of beauty, long life and 
economy to sell more hardwood 
flooring. Show an actual il- 
lustration. Suggest that the 
homemaker try just one room 
to start—the one she prizes 
most in the entire house. When 
you quote price, underline prod- 
uct economy by. saying, “Only 
$.... down (or so much a 
month) for this beautiful 10x10 
floor,” rather than price per 
foot. Merchandise your news- 
paper advertisement by scotch- 
taping it on the wall of your 
store right where you offer 
hardwood flooring. Also, in the 
window, along with a sample 
display right alongside. 


Calls Build Sales 


Sales calls provide you with 
a wonderful opportunity to 
build sales of this in-demand 
product. Show the homemaker 
one of those lavish full-color 
pages in the home magazine, 
ask her how she thinks it would 
look in her living room or bed- 
room. Offer to measure her 
favorite room and tell her how 
little it would cost to make 
that room look just the way the 
picture does. Tell her the fea- 
tures of the nationally branded 
hardwood flooring you stock 
and how the investment pays 
for itself many times over 
through long life, attractive- 
ness and comfort without re- 
placement. If you have a spe- 





FLOORING SAMPLES ACTUALLY 
LAID in the store must be kept in 
perfect shape at all times to do effec- 
tive selling job. 





BY 85% of HOMEOWNERS! 


Lifetime economy is one of 
the reasons why 85% of 
all prospective home buy- 
ers prefer oak flooring. 
There is no replacement 
cost with ook .. . it will be 
as hereon and 
in later years, as now! We 
have all grades and prices im your home on the Budget 
... ee our wide selection. Plan, with easy payments. 


THIS AD by Long-Bell Lumber Co. of 
Enid, Okla., merchandises hardwood 
flooring to the homemaker by showing 
product use. 


#1 Common 


32c«« 


We will install Oak floors 


cial on hardwood flooring, use 
the telephone, too, to make ap- 
pointments with the prospect 
so you can show him or her 
why buying it now is a wise 
investment. 

In larger areas where you 
want to contact the greatest 
number of potential prospects, 
investigate radio and television 
spot advertising. You’ll find 
them extremely reasonable for 
the job they do. Here again, 
the theme should be an appeal 
to the prospect’s love of beauty 
in the home. Invite them to 
visit your place of business to 
see for themselves how hard- 
wood flooring will look in their 
own homes. Feature flooring 
displays during an occasional 
open house. Sell convincingly 
—and you'll find you’ll sell 
other profitable items as well! 
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Building a Stairway to the ‘“‘Stars”’ 


Eight ingredients of successful selling that 
make for a life of fulfillment. 


Success is the fulfillment of 
our aspirations. All personal 
success involves personal sell- 
ing. Our creativeness in terms 
of ideas, plans and production 
is measured more by our ability 
to secure acceptance by others 
(selling) than by its inherent 
value. 

Every great man or woman 
in history who was recognized 
as such by his contemporaries, 
as well as by succeeding gen- 
erations, became great through 
his ability to persuade others 
to believe his ideas. (Selling) 
Successful living requires suc- 
cessful selling. 

What does it take to make a 
star salesman? 

What are the ingredients of 
successful selling and living? 

There are eight of them—all 
beginning with “In’”—meaning 
“contained” or “inherent.” They 
are intelligence, interests, in- 
fectiousness, initiative, indus- 
triousness, ingenuity, intestines 
and integrity. These are the 
“in” side of superior perform- 
ance! 

Every human being is born 
with some degree of each of 
these. They are our natural 
“talents.” Nature’s law of com- 
pensation provides that our in- 
dividual fulfillment and happi- 
ness (success) are dependent 
upon, and in proportion to, our 
ability to expand, use and sell 
these qualities. Let us, there- 
fore, examine each in turn with 
reference to what it is, how to 
develop it, and how to sell it. 





I. INTELLIGENCE 

It has been said that “knowl- 
edge is power.” That is a dan- 
gerous half truth. Knowledge 
plus the ability to use it is 
power. Learning without wis- 
dom has worked untold harm 
in the world. 

Intelligence should not be 
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confused with education. Edu- 
cation is unrefined ore. Intelli- 
gence is pure gold. Intelligence 
is knowledge and education re- 
fined in the fires of reason, in- 
sight, intuition, discrimination, 
discernment, understanding and 
judgment. It is called in the 
vernacular “common sense” and 
“horse sense”—because we are 
born with a certain amount of 
“native” intelligence, the heri- 
tage of a thousand generations 
of parentage. 

Yes, horses and animals have 
it. It gives them an instinctive 
reaction to dangers and oppor- 
tunities for survival. Animals, 
too, have a limited capacity for 
growth in intelligence. But only 
in human beings do we find a 
capacity for the development 
of intelligence that has no 
known limits.—In expanding in- 
telligence we achieve wncommon 
sense. 

How, then, do we expand our 
native intelligence? The answer 
is by expanding our knowledge, 
and our ability to think, to rea- 
son, to discern, to discriminate, 
to understand and to judge. A 
deeper insight, and more accu- 
rate intuition, are grounded in 
such progress. 

Knowledge and education, as 
we have said, are the ores from 
which the pure gold of intelli- 
gence is refined—but some ores 
are richer than others! The 
seeker for wisdom, then, will be 
discriminating in the knowledge 
he seeks—the educational 
sources he uses. 

As a “salesman’”—whether in 
commerce or in non-commercial 
activities—everyone who wants 
a richer, a more productive and 
creative life must pursue these 
six things: 

Knowledge of product—of 

what he has to sell. 

Knowledge of need for the 

product—the market and its 

potentialities. 

Knowledge of his prospective 

customer and his buying hab- 

its. 

Knowledge of the reasons 

people buy things. 

Knowledge of the tools of 

selling and how to use them. 

Knowledge of the techniques 
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by which human minds are 

influenced to action. 

For example, we know that 
there are 38 things a retail 
salesman must know about a 
product to sell it intelligently. 
There are 22 additional things 
that the retail manager must 
know and there are an addi- 
tional 40 things that wholesale 
and manufacturing sales or- 
ganizations must know, to do 
the most intelligent selling job. 
We know, too, in the building 
industry, that there is an un- 
limited potential opportunity 
for sales. There is no known 
limit to the improvements pos- 
sible to the housing environ- 
ment of man and his posses- 
sions. This is a challenge to the 
most intelligent and creative 
selling. 

Further, the student of intel- 
ligent selling will learn that 
people may be persuaded to buy 
because of the following moti- 
vations inherent in the natural 
desires of people: 

To sustain life 

To make a profit 

To prevent a loss 

To secure comfort 

To avoid pain 

To acquire a convenience 

To eliminate an inconvenience 

To remove a fear or danger 

To protect his loved ones 

To satisfy romantic urges 

To achieve prestige and honor 

To protect reputation 

To “keep up with the Joneses” 

To avoid criticism 

To build an estate 

To satisfy appetite 

To gratify curiosity 

To save time 

To be known as a good citizen 

To gain power 

To win or be first 

To achieve recognition 

To satisfy love of adventure 

To obtain more leisure 

To have fun 

To be popular and be praised 

To avoid trouble or sorrow 

To protect possessions 

To be exclusive and individ- 

ual \ 

To grow—in possessions, in 

mind and spirit 

To be strong and healthy 
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To avoid sickness and weak- 
ness 

To attract the opposite sex 
To achieve success and happi- 
ness 

To be considered wise and in- 
telligent 

To save for a rainy day 

To satisfy a craving for 
beauty 

To develop personality and 
character 

To achieve proficiency 

To satisfy pride 

To be considered wise or 
smart 

To earn the love and respect 
of neighbors and associates 
To be considered a good 
housekeeper, a good provider, 
a good parent. 


Many more will be uncovered 
by the student of motivation. 
The more comprehensive the 
understanding of what moti- 
vates people, the higher degree 
of intelligence. The educated 
salesman learns all the facts 
about these six departments of 
sales knowledge—but the intel- 
ligent salesman also learns how 
to organize and use the facts. 
Thus he masters the science of 
selling and becomes a _ profes- 
sional salesman. 

To organize and use facts re- 
quires thinking. All human 
minds fall into one of three 
classes of thinking habits: dy- 
namic, static and negative. 

The dynamic thinker is an- 
alytical, imaginative, inventive, 
purposeful, creative, masterful 
and comprehensive. The dy- 
namic thinker has the capacity 
for mental concentration. 

The static thinker is intellec- 
tually lazy. He is a day 
dreamer, a wishful thinker 
whose thoughts are haphazard, 
listless and foggy. He has vel- 
leity—the lack of ability to 
clarify and translate his 
thoughts to action. 

The negative thinker is the 
fault finder, the grudge holder, 
the opposer of progress, the 
man who sees obstacles instead 
of opportunity. He is a com- 
plainer and an alibier. He 
cloaks his failures in a shell of 
resentment, recrimination and 
self pity. 

Psychologists say that the 
average man uses less than 
20% of his mind capacity. 
Static and negative thinkers are 
far below average. 

The most important fact in 
the world is that every human 
mind is capable of self devel- 
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opment and growth. Static and 
negative minds can be changed 


to dynamic. Every individual 
can double, triple, and quad- 
ruple the use of his mind. 

[ Thinking habits are not diffi- 
cult to change with study and 
practice. ] 

Each of us has the problem 
of bridging the gap between our 
potential and our performance. 

One vital way to expand in- 
telligence is to learn how to 
think! There are books to be 
read on the subject but the 
fundamentals of the thinking 
process may be reduced to a dy- 
namic schedule: 


1. State the problem you 
wish to think about. 

2. Break it down into its 
various parts. 

3. Be sure to find the basic 
problem that underlies 
the apparent one. 

4. State the objectives to be 
achieved in a solution of 
the problem. 

5. Mill and mull for a time. 
Let the sub-conscious 
work. 

6. Set down the principles 
involved in a solution. 

7. Dream up several varied 
solutions. 

8. Check against the prin- 
ciples involved and sift 
out the practical ideas. 

9. Put the best solutions to 
a test. 

10. Segregate and set down 
the best possible course 
of action. 

11. Get going! Expand and 
multiply the pattern! 


Expanded intelligence __re- 
quires full use of the sub-con- 
scious mind. One way to do so 
is to think about a problem just 
before going to sleep. Your 
sub-conscious mind will work 
while you sleep. That is why 
so many splendid ideas are born 
with waking—during the bath- 
room ablutions or at breakfast! 

As a matter of fact there are 
four levels in the intelligent 
mind: 

(a) the _ sub-conscious—the 

store house of previous 


thoughts. 

(b) the primary level—the 
level of unorganized 
thinking. 

(c) the logical level—that 
works at constructive 
thinking. 


(d) the inspirational level— 
the creative area that 
taps spiritual sources 





for growth, power, ideals 
and ethics. 

The seeker for Intelligence 
will use all four levels of mind 
action. Men of limited educa- 
tion may have a high degree of 
intelligence. The intelligent per- 
son who lacks education is 
always superior to the educated 
person that lacks intelligence, 
but there is no good reason to- 
day why any individual in 
America should not have both. 
Both may be acquired through 
study, experience, training and 
practice. 

Anyone seeking intelligence 
and mind development should 
spend at least six hours a week 
in intensive study and exercises 
in creative thinking. Henry 
Ford said, “Today’s citizen 
should be in training until he is 
40.” An even better motto 
might be “When I stop learning 
I’ll stop breathing.” You can 
“go broke” mentally as well as 
financially; in fact, the two 
usually go together. 

The educated man acquires 
knowledge. He seeks facts and 
more facts. The intelligent man 
organizes facts to constructive 
use. (The wise man in turn 
adds compassion to the con- 
cept.) 

The intelligent man is not 
only an avid reader of business 
papers and the literature of the 
industry, but he tests and puts 
to work the new ideas he reads 
about. He is clipper and filer 
of significant material. He has 
a library of important books he 
has read. The intelligent man 
practices apperception. Per- 
ception is seeing a thing, Ap- 
perception is seeing everything 
about it. The difference is as 
wide as the world. 

Intelligence uses the micro- 
scopic, the telescopic, and the 
stroboscopic approach to a 
problem. Such perspective is 
essential to the _ intelligent 
mind. Sheldon said “You are 
not what you think you are— 
but what you THINK—you 
are!” 

An effective urge to the de- 
velopment of intelligence is the 
confidence that: if you cram 
your head full of useful knowl- 
edge; if you learn how to put 
that knowledge to constructive 
use; and if you let it be known 
that you have the Know and the 
How—someone will pay you 
well for it. 

But it takes more than intelli- 
gence to make a_ successful 


201 








salesman and a successful life, 
so let us next examine the sec- 
ond attribute of superior per- 
formance. What are the “In- 
terests of our intelligent man?” 





II INTERESTS 

We think about what we are 
most interested in. Someone 
said “That man is happiest who 
thinks the most interesting 
thoughts.” 

To have and hold the right 
interests is another vital in- 
gredient in successful living. 
The well-balanced individual 
will have a general interest in 
all six areas of classified knowl- 
edge—the sciences, the arts, 
philosophy, religion, ethics and 
sports. He will probably have 
a special interest in two or 
three of these areas as a hobby, 
if not an avocation. 

The problem of concentration 
of interests requires a most 
thorough and painstaking ap- 
proach to secure the most 
abundant life. One’s interests 
inevitably reflect one’s charac- 
ter. Shakespeare said “First to 
thine own self be true—and it 
shall follow as the night the 
day thou canst not then be false 
to any man.” The Master stated 
it in reverse “Love thy neighbor 
as thyself.” 

Securing a balance of inter- 
est between self and the other 
fellow is one of the great se- 
crets of the happy and_ suc- 
cessful life. The self-interest 
part is not difficult to set up— 
it is instinctive, intuitive, as 
natural as breathing. Nor do 
we have much difficulty in mak- 
ing self-interest grow. Our 
problem is to keep the growth 
healthy. An overbalanced self 
interest is a disease that results 
in the death of both happiness 
and success. 

No salesman ever achieved a 
lasting success who failed to 
balance self-interest with the 
interest of prospect and cus- 
tomer. Self-interest is knowing 
what you want. A balanced in- 
terest in the other fellow is the 
way to get what you want! 

A law of success reads: “We 
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must be before we have.” We 
must be the sort of person that 
deserves to get what we want. 
We nearly always get what we 
want through the cooperation 
of others, and that cooperation 
is secured by having their inter- 
ests at heart as well as our 
own. 

The highest self-interest in- 
volves intelligence and discrimi- 
nation when determining ob- 
jectives. We have listed above 
many of the self-interest mo- 
tivations of human beings. Each 
of us must write his own mo- 
tivation “ticket”? — destination 
tomorrow. Each person should 
say to himself “it is primary 
and natural for me to think of 
myself, my family, my busi- 
ness, my possessions, my profit, 
my security, my future, my 
opinions and convictions my 
pleasures and aspirations, my 
club, my church, my party, my 
community, my state, my na- 
tion.” 

However, each person should 
also recognize that the control- 
ling factor in today’s world is 
our interdependence. We have 
28,000 specialized job classifica- 
tions in* our country. No man 
can live alone. We are compelled 
to be interested in other peo- 
ple’s activities and aspirations. 
So for the greatest success and 
happiness we must build a 
structure of interest in the 
other fellow that counter-bal- 
ances our self interest. 

In selling our ideas and prod- 
ucts to others, if our self in- 
terest is overbalanced and ob- 
vious, we lose the sale. If we 
can put off the cloak of our 
own self interest and get under 
the cloak of the other man’s in- 
terest, with him, the sale is 
made! And strangely enough 
our own self interest is auto- 
matically taken care of. Here is 
one of the great secrets of sell- 
ing and persuasion. 

Therefore, we must not only 
balance self interest with the 
interests of those whom we 
wish to persuade to “buy,” but 
we must learn techniques for 
convincing others of our true 
interest in them. Such _ tech- 
niques must be grounded in the 
right attitudes. Our real inter- 
ests govern our attitudes. If we 
really have our prospects’ and 
customers’ interest at heart, we 
will have a service attitude. 

Here we have hit upon a 
most important factor in to- 
day’s successful selling. High 





pressure selling is passe! High 
pressure selling means pre. 
dominant self-interest. A gery. 
ice-attituded sale is one jp 
which the right selling pressure 
is applied—pressure in propor- 
tion to the prospect’s potential] 
benefits. For example, in sell- 
ing insulation, the service-atti- 
tuded salesman will build the 
sale around the prospect’s 
needs, wants, desires and aspir- 
ations, as they relate to the 
benefits he will receive from 
buying insulation. 

The service attitude is the 
You attitude. The salesman 
should be very very cautious 
with the use of “I” and “We”, 
It is a good idea to practise 
opening every letter and to 
start every conversation with 
the word “You.” If you do so, 
you can be sure that the sale is 
off to the right start. 

You can bet your bottom dol- 
lar that the prospect is inter- 
ested in himself, his family, his 
work, his likes, and dislikes. To 
capture his attention and con- 
sideration, you must talk his 
language, his ideas, his ideals, 
his motivations and his incen- 
tives. You must know —and 
play up to—what makes him 
tick! A good salesman must 
know as many languages as he 
has prospects. 

To arouse interest, you must 
be interesting. And how may 
you be interesting? Here are 10 
ways to establish in the other 
fellow’s mind your deep inter- 
est in him: 

1. Use his or her name fre- 
quently. If you are selling a 
group, memorize, and during 
your presentation use the name 
of each person. There is no 
music so sweet to any of us as 
the sound of our name. 

2. Draw him out. Try to es- 
tablish a common interest. 
Pump him. Get his viewpoint. 
Ask the kind of questions that 
will reveal your interest in what 
he is interested in. Find out his 
hobbies and favorite subjects. 
Get him to talking. Uncover his 
problems and then provide the 
solution in what you have to 
sell. 

3. Build up his importance. 
He craves recognition and re- 
spect—the best way to get re- 
spect for your ideas is to have 
respect for his. Treat his ideas 
with the utmost courtesy and 
consideration. 

4. Plant the seed, and when 


(Continued on page 256) 
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Rail 
When you sell Hamptonite Birch, Luan, Cativo and Paint Grade Flush 3%" 
Doors, you are selling quality-made, guaranteed and trademarked doors. Tee 
Note the quality specifications on the cross-section diagram at the right. 
Stiles are glued up with hardwood edges—and are of edge-grain lum- Stripe 3/18" 
ber, double assurance against warpage. Stiles and rails are extra wide — ag 
for extra strength and rigidity. 5-ply “one-operation” water resistant , 
glueing is further assurance of extreme flatness and warp resistance. Air ee | 
circulation vent top and bottom is designed to equalize moisture content Veneer 
throughout the door. Lock blocks on both edges. Faces are belt-sanded 
for easy finishing. Lock Block 

31g" x 24" 














Send for the Hamptonife Folder 


Cross Band 
1/10" 





See the complete Hamptonite line. 











Faces 1/16" 
: and ‘ 
wan the Hamptonite guarantee. Hardoood 
You'll be pleased with Hamptonite 
quality—Hamptonite’s moderate cost. 134" oF 
13%," 











PLYWOODS e PLASTICS CORPORATION 


HAMPTON, S. C. 


BUILDING Propucts MERCHANDISER 203 








> RZ 
tétiet rome 
hay 
j ‘ 


, 


a 
oo 
3 
» 
Q 
. 
. 
é 
a ad 
= 
4 
e 
& 
3 
4 
3 
t 
r 
a 
* 
5 
' 


INSULATION AROUND REMODELED AREAS in attic 
spaces is easily installed. 





SIDE WALLS AND CEILINGS opened for remodeling, 
offer excellent insulation opportunities. 








VO eet 


used attic areas. 


THICK BLANKET INSULATION stops heat loss to un- 
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BLANKET-TYPE INSULATIONS require few tools, are 
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easy and clean to handle. 


Develop Your Insulation Sales 


Merchandise to the “do-it-yourself” customer 


...1t’s a natural for him. 


Insulation is one building 
product handled by the average 
dealer which the homeowner 
can easily install himself. It 
may be for the attic of his ex- 
isting house, or in side walls 
and ceilings of those new addi- 
tions he may be planning to 
make. Because of this, a very 
definite and profitable type of 
market exists for aggressive 
dealer merchandising. 

More and more each day, 
your customers are becoming 
aware of the substantial fuel 
savings and increased comfort 
of insulated homes. Insulation 
has become an important 
“must” in modern home de- 
sign. Likewise, it is of major 
importance in your present re- 
modeling and repair market. 
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National advertising by manu- 
facturers has made _ present- 
day homeowners §insulation- 
conscious, helped to create an 
important potential for your 
selling efforts. 

As a consequence, here is 
your opportunity as the out- 
standing building supply dealer 
in your area to anticipate your 
customer’s needs in repair and 
remodeling of that home which 
to him is his “castle.” Estab- 
lish your reputation as the 
“headquarters of building sup- 
plies and information” by han- 
dling those materials he will 
need when he calls you about 
that remodeling job he has in 
mind, large or small. Atten- 
tive service to any size job 
pays off! For by giving valu- 


able guidance and information 
to the “do-it-yourself” builder 
on how properly to insulate 
existing and remodeled homes, 
you put yourself in line for 
still bigger jobs. 

Make sure that in your store 
you’re ready to tell him and 
show him proper insulating 
methods. Most insulations are 
packaged attractively so that 
they can be built up in win- 
dows or on floors to make at- 
tention-getting displays. Also 
they can be shown in actual 
installations, aided by the man- 
ufacturers’ sales aids. Illus- 
trating that in your ads is good 
merchandising too. 

But above all, stress the ease 
of installation to the home- 
owner. It will appeal to him 
by virtue of economy and his 
pride in doing his own work. 
Give him all the facts he needs 
to accomplish an excellent job 
as well as supplying him with 
the materials. He’ll tell other 
potential customers about it, 
and that will develop more in- 
sulation sales—and other busi- 
ness as well—for you! 
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New 5-Profit 
Window Package! 


Want to sell sash, frame, inside trim, outside trim and 
hardware in one compact, 5-profit package that simpli- 
fies ordering, stocking and delivery? 

Want to sell a window unit that can be installed in 
minutes—by anybody who can swing a hammer? 

Then stock popular Fenestra* Standardized Steel 
Casements plus the ingenious new combination Out- 
side/Inside Trim. 

Here’s all your builder-customers have to do to 
install this new Fenestra Window Unit: 

Carpenters make openings same for frame or brick 
veneer. Run sheathing right over stud and cripple— 
then saw it off flush. 

Complete unit is just nailed to sheathing and to 
studding. Shingles, siding, stucco or brick, butt 
against metal trim outside—plaster or dry wall butt 
against it inside. No finishing required, inside or out. 


Detroit Steel Products Company 
Dept. AL-9, 2269 E. Grand Boulevard 











Trim is Galvanized, Bonderized, and has a baked-on 
coat of prime paint. 
Now Available... 
Fenestra Hot-Dip Galvanized Steel Windows. 


This combination of the strength of steel and protec- 
tion-plus of Fenestra Super Hot-Dip Galvanizing puts 
new meaning in the term “maintenance free” . . . pro- 
tects permanently, eliminates painting. Fenestra Win- 
dows are galvanized in Fenestra’s own plant (the only 
one in America especially designed to galvanize steel 
windows) where the whole process is completely and 
automatically controlled. 

Get complete information on the new Trimmed 
Unit and on Fenestra Galvanized Windows. Call the 
Fenestra Representative (he’s listed under “Fenestra 
Building Products Company” in your Yellow Phone 
Book) or write us. +® 


Detroit 11, Michigan 


— 
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WINDOWS * DOORS * PANELS 7 
engineered to cut the waste out of building 
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GIANT WINDOW DISPLAY of simulated tools catches 
the eye of the motorist driving by the main Hill-Behan 


yard in St. Louis. 


CONTRACTORS FIND VALUABLE small tools and parts 


displayed attractively behind 
Phoenix. 


locked doors at Losh’s, 
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SMALL POWER TOOLS for homes, hobby shops and 
farms are advertised in this manufacturer’s setup seen at 


Standard Builders Supplies, Memphis. 


Tools for Everyone 


Homeowners, contractors and hobbyists com- 
prise big market for tools, a natural item for tie-in sales 
with most building materials. 


Suggestive display of tie-in 
products like paints and brush- 
es is considered logical mer- 
chandising. Indeed, the/ sales- 
man who fails to suggest com- 
panion items with whatever 
principal purchase is made, is 
missing important sales. 

Tools comprise one of the 
major products which every 
salesman should keep in mind 
while selling materials to home- 
owners and contractors. With- 
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out the proper tools the cus- 
tomer cannot do his construc- 
tion job properly. 

The wide range of tools avail- 
able today makes it essential 
for you to consider this de- 
partment in relation to your 
current and potential custo- 
mers. 

If your business is primarily 
consumer traffic, why not con- 
sider stocking a line of light 
power tools for hobbyists or 
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HAND TOOLS, backed by counter cards, form an eye- 
compelling display for an island show piece. 


portable power tools for use by 
contractors and homeowners 
who are building their own 
houses. 

With rising labor costs, more 
and more people are doing their 
own, remodeling, and building 
their own homes with the help 
of friends and relatives in their 
spare time. 

For the contractor trade, the 
tool department should also in- 
clude a number of special pur- 
pose tools like masonry tools, 
soldering irons, large and small 
bench vises, acetylene torches 
and grinders. The use of por- 
table circular saws, belt sand- 
ers, drills, etc., by contractors 
on the job, is on the increase. 

Whether you sell hand or 
power tools, or both, the same 
merchandising principle ap- 
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HOME HOBBIEST 


ODD-SIZED LUMBER and plywood 
pieces for the home hobbyist form an 
attractive companion piece to the 


tool department. Why not set one up? 





Sa 
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CUSTOMER SHOULD KNOW how 
to use the tool he is renting before 
he leaves the store. This store rents 
11 different pieces of equipment. 


plies—consistent promotion is 
the only sure path to sales. 
Few products match tools in 
promotion opportunities. 

Store demonstrations staged 
by manufacturers’ representa- 
tives; a power tool shop avail- 
able free for serious hobby- 
ists; direct mail literature on 
tools to contractors and home- 
Owners; a regular advertising 
program featuring tools, plus 
an attractive store display; use 
of tools in your shop that will 
be of interest to contractors— 
these are all promotion sugges- 
tions which are so obvious that 
they are often overlooked. 
__A not-so-obvious promotion 
idea that pays off, dealers have 
found by actual experience, is 
the friendly contact with the 
manual training instructor of 


BuILDING Propucts MERCHANDISER 





POWER AND HAND TOOLS are 
neatly displayed at the Rutland Lum- 
ber Co., Albany, N. Y. Tool chest in 
foreground is popular gift item. 


thew | Saved almost SSOOL 





for only $460" with the help of my 








home shop Saw 


BUILD-YOUR-OWN AND SAVE is a 
potent advertising angle. 


your local high schools. Many 
students like to continue ad- 
vanced building projects at 
home; furthermore, these 
young people by establishing an 
early business contact with you, 
can make your store their fu- 
ture trading center for building 
materials. 

O’Malley’s in Phoenix is do- 
ing this successfully by offering 
detailed plans for young build- 
ers who are interested in build- 
ing gift items for their parents, 
and perhaps establishing a 
small business of their own. 
O’Malley’s even advertises to 
teen-age customers. 

Hobbyists remain one of the 
fastest growing markets for 
tools of all kinds. Many home 
basement tool shops have equip- 
ment worth well over $1,000. 





FLOOR DISPLAY made available by 
this manufacturer explains the vari- 
ous components of these tools. Note 
free demonstration offer. 


WINDOW DISPLAY of rental equip- 
ment seen at Campbell-Johnson Lum- 
ber Co., Fort Worth, Tex. 


This is a field which demands 
special advertising promotion, 
especially around Christmas 
and Father’s Day. 

Tool manufacturers offer 
some of the best and most 
diversified point-of-sale aids. As 
with other products, dealers 
have found that the nationally- 
advertised lines are the only 
satisfactory ones to handle. Off- 
brand tools not only move 
slowly, but may lead to trouble- 
some service problems. 

Nearly every lumber dealer 
has expanded his tool depart- 
ment in the last three years. 
Those dealers who are consid- 
ering new stores or remodeling 
operations will want to consider 
the importance of a well- 
planned tool department in 
their new layout. 
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ATTRACTIVE PRODUCT DISPLAYS and effective use of 
merchandising aids add up to increased paint sales. This 
store layout was specially designed to make the home- 


maker paint-conscious. 


i 


é. 
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NO ONE SEEING THIS HALF-PAINTED HOUSE could 
miss the dramatic “before and after’ theme. Here’s an 
idea for your own display: a model house showing that 


very difference, surrounded by variety paint products with 


a highlighting sign. 


Paint Gives Plus-Performance 


For new construction, remodeling or small- 
item jobs, paint is a sales leader to your customers. 


Today’s sensational paints 
are the most versatile helps at 
the homemaker’s command in 
carrying out a remodeling or 
repair program. All surfaces 
in the modern home, from base- 
ment to attic—and outside, too 
—require two fundamental ser- 
vices provided by quality 
paints: protective finish and 
decorative color. 

Thanks to the paint indus- 
try’s tireless research and, at 
the same time, its effective mer- 
chandising methods, the public 
confidently expects plus-per- 
formance from finishes of all 
types. Goals of paint pioneers 
which were considered vision- 
ary have not only been achieved 
but surpassed through the wiz- 
ardry of chemistry. 

Relatively few years ago, a 
homeowner was quite satisfied 
if an exterior paint job served 
him three or four years. But 
the picture has changed. Qual- 
ity paints now provide attrac- 
tive protection for half a dozen 
years and more. These exterior 
paints scorn weather condi- 
tions which once were the bane 
of the industry. Exposure 
farms in many sections of the 
country reflect the laboratory- 
control programs of quality 
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dirt collection, 


paint manufacturers. The prod- 
uct must prove itself beyond 
question before it is packaged 
and offered to the public. 

The plus factors of today’s 
top-rated house paints explain 
why the most economical fin- 
ishes are those which give max- 
imum service. They are self- 
cleansing through controlled 
chalking. By the same token, 
these paints must preserve 
their original brightness by the 
controlled loss of their gloss. 
They are chemically fortified 
against fading of color, high 
checking and 
cracking and erosion. Further- 
more, the best house paints are 
also produced under special 
formulas for use expressly in 
certain areas where, to serve 
the homeowner well, they must 
be resistant to industrial fumes 
or to the ravages of mildew. 

Corresponding advances, pos- 
sibly more revolutionary, have 
been made in the realm of in- 
terior finishes. Versatility is 
the keynote in ths area of paint 
progress. Latex emulsion based 
interior paints have captured 
the nation’s decorative imagina- 
tion—and, as a result, Mr. and 
Mrs. America are more color 
conscious than ever before. 


These spectacular products 
have opened many new avenues 
of color to the homemaker. 

The enthusiastic reception 
which the public gave these un- 
precedented interior paints is 
traceable to a number of fac- 
tors: this paint comes ready to 
use; it may be applied easily 
and quickly to wall surfaces. 
it is guaranteed washable; it 
dries in a brief period of time 

. and the velvet-smooth fin- 
ish is completely free of lap 
marks or “holidays.” 

Other special paint products 
are designed for specific fin- 
ishes within the home. These 
are made for woodwork, wheth- 
er an enamel or semi-lustre fin- 
ish is desired and for kitchen 
and bathroom walls. These 
products also come in a wide 
variety of colors. 

The aggressive dealer in 
paints is taking his cue from 
the products and basing his 
merchandising program on the 
color theme. He focuses his 
promotional activities (adver- 
tising displays, etc.) on the 
sale of color rather than paint. 
The keystone of his merchan- 
dising structure is color ser- 
vice. 

Your paint supplier will 
gladly furnish you with color 
books which have been skil- 
fully and attractively created 
by the country’s leading adver- 
tising agencies, engravers and 
printers. Such books create 
keen interest among homemak- 
ers, and are powerful selling 
tools for your promotion in 
your store. 
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THIS MODERN HOMEMAKER !S PLANNING a color 
scheme for her new house. Proceeding from shades in a 
swatch of drapery material, she is consulting The Sherwin- 
Williams’ Style Guide Companion for correct accent colors 
and the Paint and Color Style Guide for home decorating 
ideas. 
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THIS STORE PAINT DISPLAY, with its angling racks, 
has a double advantage. It attracts the passersby, and 
when customers enter the store, its physical arrangement 
is certain to catch and hold their attention. 








Home 


PAINT UP THIS FALL 


ad Meat Cool dry October days are 
4a) ¥itte 


an ideal time to paint your 
home. The air is clean and the 


Ht temperature right—So why 











GALLON 


$ 85 


not get that paint job 





done now! You'll protect 
your home and beautify 

it too, when you use Dutch 
Boy Paints. At all Hines 
yards you'll find complete 
stocks of fresh made Dutch 


Boy paints—ready to use. 

















HERE’S A HIGHLY EFFECTIVE PAINT AD, with its inducement to the home- 
owner to get the job done when the weather is right. And, to carry through, the 
dealer should merchandise by displaying a wide variety of color at point of sale. 


Many aggressive dealers who 
handle paint have arranged a 
special place in their stores 
where women shoppers may sit 
and consult these books at 
their ease, and in many in- 
stances make arrangements to 
lend them out to potential cus- 
tomers. You might title such a 
location in your store as your 


BuILpING Propucts MERCHANDISER 


“Color Guide Center,” with 
plenty of effective display ma- 
terial to frame it off from the 
rest of the store and draw traf- 
fic through eye-appeal. 

By merchandising to a home- 
maker in the atmosphere of 
color service . by showing 
her the dramatic, versatile ben- 
efits which paint will bring to 


DEVOE SNE-CoAt 


TRANSFORMS WORN AND WEARY 


TO A DAZZLING 


WHITE 
PARKLIN 

WITH 
NEW BEAUTY 








costs! This is an allotment item, and will be avail- 
able in limited quantities. To insure having 
your paint when you want it, place your 
orders now. 








REMEMBER! YOUR PAINTING COSTS CAN BB 


FINANCED—ONLY 10% DOWN. BALANCE IN AS MANY AS 30 
EASY INSTALLMENTS. 


ce EBENREITER 
JOB 

2 AGAIN 

LUMBER CO. 


1221 Erie Avenue 





Dial 3657 











DRAW PAINT CUSTOMERS TO 
YOUR STORE with vigorous news- 
paper advertising. This example is 
outstanding in its arresting theme 
which suggests the ease of the job 
to the prospect whose pride of owner- 
ship makes him want to have it done. 


her home easily and economi- 
cally ... plus sales are guaran- 
teed for you! 
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MERCHANDISING CLINIC 


Try and Make It Add Up! 


One of the leading newspapers in 
the Middle West recently carried a 
scare about the 25 percent decline in 
department store sales in the area— 
“the largest drop in the entire coun- 
try.” It looked pretty bad until you 
found the figures were for a 5-day 
period! Climax came in a single sen- 
tence at the end of the article: “Sales 
for the first seven months of the year 
are up only 2% above the correspond- 
ing period in 1950.” 


. This lugubrious attitude 
comes perilously close to 
asking for the worst. 


It Doesn't Make Sense 


1950 was the biggest year in the 
history of the lumber industry. The 
first seven months played their part 
in helping to break the record. Yet 
they were filled with fear on the part 
of many, many lumber dealers . 
fear that business was going to be bad 
in the last half of the year. Result was 
some of the fanciest price-cutting ever 
known to the industry. Countless jobs 
were sold at less than the cost of re- 
placement. It took several weeks in 
the middle of the year for dealers to 
come to the realization that they were 
deep in the throes of our largest 
building year and that procurement, 
not selling, was the problem of the 
day. 


. If we can get frightened 
when business is good 
what’s going to happen 
when it really gets bad. 


Fear Again Rears Its 
Ugly Head 


A day or so ago we talked with one 
of the most successful lumber manu- 
facturers and loggers in the Pacific 
Northwest. “I just can’t understand 
it all,” he said in discussing the fear 
he had encountered in lumber dealers 
who begrudgingly admitted that 1951 
to date “had not been too bad.” Maxi- 
mum decline from last year ran be- 
tween 20% and 25%. Majority of 
yards were 10% to 15% down. Many, 
many dealers were about the same. 
Several were ahead. ; 

“Yet I bump into pessimism every- 
where,” he continued. “Actually the 
lumber industry produced and sold 
more lumber the first half of this year 
than it did in 1950 when the figures 
were so large no one ever expected to 
reach them again.” 
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. . . Strange, isn’t it, how pros- 
perity actually breeds fear 
rather than courage. 


No Training for the 
Hard Race 


The track star who hasn’t had to 
do any training for several years 
doesn’t feel any too happy when he 
knows that he is about to bump up 
against someone who is in good condi- 
tion. He dreads the thought of doing 
what he has to do in order to put 
up a good race. Yet he knows that if 
he doesn’t, he’s going to take a lick- 
ing. Many business men are pretty 
much in the same boat. They foresee 
the time when they’ve got to harden 
their merchandising muscles. That’s 
really a tough job after more than a 
decade of easy selling . . . when de- 
mand exceeded supply. 


. Any prolonged period when 
you are doing your cus- 
tomer a favor by letting 
him have what he wants 
eventually leads to trouble. 


Why Hide the Good News? 


Now let’s get back to the news- 
paper reporter who took the figures 
for a single week and tried to make 
it appear that they represented the 
year to date. What was to be gained? 
Actually the really big news that 
would have made far more interesting 
reading was found in the last line or 
two of the article, to wit: “Year to 
date is running 2% ahead of the rec- 
ord-breaking highs of the same period 
in 1950.” That would have put readers 
in a buying mood and would have 
stepped up the pulling power of the 
advertisements for which business 
men had spent their money to stim- 
ulate business. 


. .. There is no surer way to 
kill off sales than to ex- 
hibit fear. 


Advertisers Entitled 
to a Break 


Business men who spend their per- 
fectly good money for advertising are 
entitled to a break in the balance of 
the paper. If the publisher is more 
anxious to play up the bad, rather 
than the good spots, in our economic 
situation, you can bet your bottom 
dollar that the time will come when 
readers will feel the same way about 
it. It seems pretty silly when adver- 


tisers are looking for ways and means 
to stimulate sales, while reporters are 
beating the brush looking for baq 
news that will certainly work in ex. 
actly the opposite direction. 


. . . Business has been good for 
so many years that such a 
situation no longer makes 
news. 


Sensationalism May Be 


Our Undoing 


We seemed to have reached the 
point where good news is not sensa- 
tional enough to make the headlines, 
We have piled highs on highs until 
we prefer to look for the tumble that 
we feel will come sooner or later. 

It is hard to believe that this is the 
proper attitude. Sure thing we must 
be cautious. We must be economical. 
We must lean over backwards to do all 
the things demanded by good business 
method. Fear will not be found in 
this category. 


... We fear for the worst 
rather than hope for the 
best. 


It Will Take Plenty 
of Courage 


After 12 years of unprecedented de- 
mand it will take lots of courage, faith 
and hard work to carry on if it should 
happen that some of these days sup- 
ply is going to be ample to meet 
demand. A good many believe we are 
reaching that point. 

On the other hand, we are warned 
constantly that the enormous needs 
of our military program are going to 
upset the applecart to the point where 
shortages of key materials may well 
turn into something far worse. 

In any event, it will take courage to 
meet the situation and that, unfor- 
tunately, is exactly what is lacking 
in far, far too many cases. 


.. . Attitudes make or break 
business men. 


‘As a Man Thinking" 


Last week we visited several yards 
in the same general area. Some deal- 
ers were doing a whale of good busi- 
ness and were very optimistic about 
fall business. “It will be a whale of 
a good year,” they said. Others 
thought differently and their yards 
showed the results. 
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Square the frame and shim at these 7 
places. Saw off shims flush with frame. 


An independent research 
company recently proved 
that Re O+W Removable 
windows can be washed 
in Y the time it takes to 
wash ordinary windows. 
For complete informa- 
tion on this test, and the 
name of your nearest 
R-O-W Distributor, fill 
out the coupon. 


B-20 
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Nail through the highest shim at each side 
of window. 





Final 10-second adjustment insures owner 
satisfaction. 








From Rough Opening to Occupancy— 










ient Window 
is oe World’s Most peng wood win- 


(and the world’s largest S¢ 
dow too). | 








1350 


R-O-W SALES COMPANY 


Academy @ Ferndale 20, Michigan 





Yes, at no obligation, please send me complete informa- 
tion and the name of the nearest ReO+W distributor. 
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Big Money Jobs 


All over the country, thousands of manufacturers 
were caught flat-footed by Pearl Harbor—had no 
thought of plant expansion, no plans for remodeling 
offices to accommodate new departments and speed 
executive work. 

But today shrewd-minded executives in private 
industry, more sensitively attuned to international 
developments, are thinking further ahead. Are you 
thinking of going after bigger commercial jobs? 

Employe restaurants, women’s lounges, additional 
laboratories, sound-proof offices, improved lighting 
through redecorating, and complete new buildings are 
just a few of the jobs private industry is forced to 
consider with a bigger-than-ever defense program 
ahead. And remember, some of the most important 
defense contracts — small parts, for instance — are 
farmed out to smaller companies. 


. . « The Heaviest Pay-Off 


Which lumber dealer has the best chance of doing 
business with new companies moving into his area? 
And which dealer stands the best chance of helping 
local industry expand and modernize to meet defense 
needs? 

The dealer who knows how to make the best visual 
presentation of his story! The more executives you 
have to win approval from—directors, officers, plan- 
ning board members—the more invaluable is a visual 
presentation when properly prepared. And this is 
where a good ad agency can give you tremendous help. 
Visual presentations are their business. 

Headlines and sub-heads that get and hold attention 
—clear, concise copy skilfully slanted to the men you 
want to reach—clever pen-and-ink sketches that liven 
your presentation and dramatize your points—charts 
and other visual devices that make the most of your 
facts and figures—are just a few of the things a 
qualified ad agency can do for you. 

The cost? Less than you think. Big money jobs 
go to dealers who leave the best impression behind 
them. Make it a first-rate visual one that can be 
quickly grasped, easily remembered, easily explained to 
other executives in private company discussion .. . 
one that makes it as easy as possible for company 
officers to agree and take action in your favor! 


. . . Important Angles 


To convince management you have more than a 
superficial interest in defense plant problems, really 
know what they’re up against and can help, stress 
the human factors in speeding production, meeting 
stiff quotas. Absenteeism, manpower shortages, costly 
turnover among personnel, decreases in efficiency and 
production lags are some of the biggest headaches 
all defense manufacturers face—can often be traced 
in part to crude or inadequate facilities for employes. 

Moreover, millions of defense workers, remembering 
only too well what it’s like to be frozen in a job or 
plant they didn’t like, are going to choose a lot more 





By Norm Advertising, Inc. 
New York, N. Y. 
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carefully this time! This is particularly true of women 
employes without whose work many vital defense 
quotas cannot be met. 

Decent dining and recreation facilities, better locker 
rooms and well-planned rest rooms plan an invaluable 
part in overcoming fatigue, resentment, discourage- 
ment, disgust, which lead to inefficiency, bottlenecks, 
rejects, absenteeism and fast turnover among per- 
sonnel, 

In large plants, “quiet” rooms, sun decks, sun-lamp 
rooms, personal counselling and medical offices have 
been found to be tremendously effective in cutting 
down absenteeism and inefficiency due to colds, nervous 
upsets, emotional strain and similar complaints. Even 
small facilities of this type pay off in greater morale, 
fewer absences, higher and better-quality production. 


All of them are “profit jobs” worth angling for. The 


longer the strain ahead, the better investment they 
are for the manufacturer. 


. . « Hottest Selling Point 


Naturally every manufacturer wants the most skil- 
ful, experienced, efficient employes for his plant, 
whether he’s a “big boy” or a smaller fellow. One of 


~ the best guarantees of getting and holding the best 


technical skill is to offer the most comfortable, 
thoughtfully-planned facilities for the long haul. 

Now is the time to get moving on those moderniza- 
tion and remodeling plans and attract the best tech- 
nical brains and skill in the area while people are 
still free to choose their jobs. The faster the manu- 
facturer acts—and the more thoughtfully he plans, 
the easier his manpower and production problems will 
be when the pressure is really on. These are talking 
points for the lumber dealer. 

The most attractive “relaxation” rooms or sound 
proof drafting rooms will not attract high-calibre em- 
ployes unless they personally know that such facilities 
exist. So in proposing plans to company officers, sug- 
gest that one way to keep and attract more top-notch 
personnel is to give any modernization job the widest 
publicity possible, the moment plans are approved. 

By the widest kind of publicity, we mean both 
within the company and outside—through plant maga- 
zines or bulletins and in local newspapers. Live-wire, 
colorful publicity that builds up excitement, stimu- 
lates word-of-mouth publicity from worker to worker, 
family to friend, friend to neighbor. 

Another excellent way to publicize company im- 
provements is to hold a few pre-views for invited 
guests, with special releases to the local papers. AS 
the job progresses, invitations might be issued to 
visiting firemen, good job applicants, groups of em- 
ployes and their families from all levels. People al- 
ready working for the company will appreciate any 
improvement a lot more upon completion if your 
client builds up their interest and anticipation step 
by step. And a lot more people outside the company 
are sure to hear about it, talk about it, spread the 
news. 

This is not only excellent publicity for your com- 
mercial customers—it is top-notch publicity for you. 
The kind that can help you land more industrial jobs, 
and also more jobs from plant employes and their 
families. 
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THE OLD FASHIONED ICE BOX 


“WINDOMASTER” 





THE HORSE AND BUGGY 





THE FOUR MASTED SCHOONER 





ALL GAVE WAY TO THE MARCH OF PROGRESS 


AND NOW! A 
THE OLD FASHIONED WINDOW | 
GIVES WAY TO 


“WINDOMASTER” 


(DOUBLE HUNG PRIME SASH AND FRAME) 








@ Sash removable from inside house for washing purposes 

@ Can be set for ventilation without draft and rain cannot enter room 
@ Slides like any ordinary sash 

: @ Completely weatherstripped 

The Newest and Most Modern Development in @ Metal frame which is built around sash fits into any standard double 
Home Construction in past 100 years. hung wood frame, permitting exchanging old worn out sash 








PHONE OR WRITE 


COMPO-MIRACLE PRODUCTS COMPANY 
Jordan 4-5944 15221 West Eleven Mile Road BERKLEY, MICHIGAN Lincoln 2-7656 





NO “SHORTS” 


Every Package of jonu Bay 
PACKAGED TRIM /s complete 









You won’t get any “short lengths” in John Day 
packaged door and window trim. All parts are correct 
length and casings can be mitred. 


When you figure how much unsaleable short lengths 
cost you—in waste and extra handling while sorting — 
you realize how much John Day packaged trim can _~ 
save your yard. \ 


Add that advantage to these other John Day features 
and you have the best deal in trim today: Ponderosa Pine 
PRODUCERS AND 
MANUFACTURERS 


Since 1889 


Stays Clean e No Waste ¢ Smooth, Even Grain e Cuts Deco- 
rating Costs ¢ Kiln Dried, Superior Grade “A” Ponderosa Pine 


Write today for the name of your 
John Day packaged trim distributor. 


OREGON LUMBER COMPANY 


BAKER, OREGON 
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WHAT’S NEW 





Products .... Sales Aids... . Literature 








Knife Setting Gauge 


The Macto Jointer Knife Setting 
Gauge is engineered to eliminate 
guesswork in installing and gaug- 
ing knives in most jointers, the 
company reports. By accurately po- 
sitioning knife before insertion in 
machine and securely gripping it 
in a positive vise while it is being 
positioned and secured in the cut- 
ter head, the new gauge assures 
accuracy and saves time. Blade is 
held at exact rake angle recom- 
mended by makers of the various 


machines for which the Macto 
gauge is designed. Write for book- 
let, “The Easy Quick Way to In- 
stall and Gauge Jointer Knives” to 
McCormick Tool Co., Dept. AL, 
Box 169, Winslow, Ariz. 








Windomaster 


Windowmaster comprises a 
double hung prime sash and frame 
for ready home construction instal- 
lation. It can be set for ventilation 
without draft, prevents rain from 





entering room, _ is completely 
weatherstripped. The sash is re. 
movable from inside the house for 
washing purposes; slides like any 
ordinary sash. Metal frame built 
around sash fits into any standard 
double hung wood frame, permit- 
ting exchange of the worn-out sash. 
Write Compo-Miracle Products Co,, 
Dept. AL, 15221 West Eleven Mile 
Rd., Berkley, Mich. 





Combination Pocket Kit 


A versatile ratchet screwdriver 
that can be instantly changed into 
a ratchet brace will be shown for 
the first time at the National Hard- 
ware Show by E. Miltenberg, Inc. 
Both screwdriver and brace can be 
used in three positions: right and 
left hand or rigid. They perform 
a great number of versatile func- 
tions through the use of six addi- 
tional attachments: two screw- 
driver bits in different sizes, one 
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. . . That's the trade name for the Pon- 
derosa Pine products we manufacture at 
our El Paso plant. This modern mill spe- 


cializes in manufacturing only Ponderosa 


Pine, the finest of softwoods, and we’re 
equipped with the latest machinery for 
finishing this superb lumber to precise 


specifications. 


Madera workmen are ex- 


perienced technicians, service is prompt 


and as promised. 


500 East 10th St. 


Satisfied customers send 
repeat orders because our 
Ponderosa Pine products 
are as good—or better — 
than represented. 


El Paso,° Texas 
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No. 286 — 8’ wide x 6'6” high 
No. 200 — 8’ wide x 7’ high 
No. 279 — 9% wide x 66” high 
No. 219 — 9% wide x 7’ high 
No. 235 — 15’ wide x 7’ high 
No. 226 — 16’ wide x 7’ high 





The tremendous popularity of Frantz Sectional-Type 
Overhead Garage Doors, presented less than a year 
ago for 8’ x 7’ and 9’ x 7’ openings, has brought the 
development of four additional sizes (see list above) 
to care for practically every residential requirement. 
Builders and contractors favor the Frantz Sectional 
Overhead Door because it offers so many appealing, 
new constructional features for quick installation .. . 
easy, fool-proof operation .. . 
for easier selling and greater 
customer satisfaction. If you 
are not acquainted with Frantz 
Sectional-Type Overhead 
Doors, write today for free 
illustrated folder; it tells you 
why they’re a better buy! 


FRANTZ 





GUARANTEED BUILDERS HARDWARE 





FRANTZ MANUFACTURING CO., STERLING, ILLINOIS 
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Double Market 
for WELCHBOARD 


Welchboard is an advanced type panel material, 
faced on one side with a 1/16” waterproof, resin- 
fused wood plastic surfacing, permanently bonded by 
hot press methods to a base of 3-ply exterior-type 
Douglas Fir plywood. Primed both sides with paint 
primer. Has a big market, both in new construction 
and modernization. Costs only slightly more than ordi- 
nary exterior plywood. 


EXTERIOR Ideal for siding homes, for 
gable ends, soffits, garage 


doors, architectural trim, porch decking, etc. Weather- 
proof, strong, rigid, durable. Sizes 34” — 4’ x 8’ and 
4’ x.12’. Also siding sizes 34” — 12” x 96”, 16” x 96” 
and 12” x 120”. 


DUETS unsurpassed fr countertops, 


ins, for bar, counter and table coverings, showerstall 
installations, refrigerator rooms, school, gymnasium 
and golf club lockers, wardrobes, etc. Sizes as above. 









SEND FOR THIS 
FOLDER 


Read all about the many other supe- 
rior qualities of versatile Welchbeard 
—and the sales and profit opportuni- 
ties it offers you. 


WEST COAST 
PLYWOOD COMPANY 


Manufacturers of “Tru-Bilt’ Exterior-Type 
and Interior-Type Douglas Fir Plywood 


ABERDEEN, WASHINGTON 
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gimlet bit, two countersinks for 
wood and metal, and one Phillips 
bit. 

Assembled neatly in attractive red 
leatherette case with lock, a great 
advantage of this combination kit 
is its very light weight and com- 
pactness, which enable the user to 
carry it easily in pocket or tool 
chest. Screwdriver and brace are 
nickel-plated with polished rose- 
wood handles. Makes ideal gift. 


Write E. Miltenberg, Inc., Dept. 
AL, 43 Great Jones St., New York 
if, N. Y. 





Floating Action Window 


“Floating Action” metal jamb 
members eliminate any possibility 
of sash sticking in humid weather, 
the company reports. The simple 
spring-tension § set-screw adjust- 
ment enables the home owner to 


adjust snugness of fit as desired 
for utmost weather-tightness with- 
out binding. No balances are re- 
quired. Sash is easily removable. 
These metal jamb members are 
easily adaptable to dealers’ unit 
windows. Write A.R.B. Window 
Sales Co., Dept. AL, 306 E. State 
Fair Ave., Detroit 3, Mich. 


All-Purpose Tacker 


The new and improved Markwell 
“L3” all-purpose Builder’s Tacker 
may be used for installing the batt, 
blanket and foil type insulation as 
well as for applying the %” and 
34’ ceiling tile and wall plank. It 
is adaptable to applying building 
paper, roofing felts and under- 
course shakes. Application time for 
installing cornerite and beads may 
be cut 35%, the company claims. 
May also be equipped with detach- 
able screen claws for repairing and 
making screens. Uses 5 sizes of flat 
wire heavy duty staples ranging in 
leg length from 11/64” up to 9/16”; 
cement-coated staple in the 9/16” 
leg size and rust proof staples in 
the 5/16” leg size in copper and 
tinned copper are also available. No 
adjustment necessary in using dif- 
ferent-size staples. For complete 
catalog write Markwell Industrial 
Products Division, Dept. AL, 200 
Hudson St., New York 13, N. Y. 








New Inswing Windows 


The Etling Window, which opens 
from the right side and swings in- 
ward, is opened by pressing a thumb 
tab on each side of the sash and 
can be closed by returning the 
sections of the window to their 
normal position. Top and bottom 
sash slide up or down and lock 
themselves when returned to closed 
position. When swung in, both 
sashes are held in suspension and 
can be raised or lowered to con- 
venient heights. The sash also can 
be raised or lowered when closed. 
The company reports that a prime 
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WEST COAST UPLAND HEMLOCK 
ROSBORO LUMBER CO. 


a 


Pe 


quality | 











DOUGLAS FIR 


SPRINGFIELD 
OREGON 
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‘Something EXTRA 
for You! ~~ 


As an employer, you fully appre- 
ciate the “extra value” you get from 
an employee who takes pride in his 
work. 


You'll find the same factor in Stutts 
Lumber, because we, too, take pride 
in manufacturing a fine, accurate 
product. We know it pays because 
so many dealers say, “When we sell 
an order of Stutts Lumber, the cus- 
tomer usually asks for more!” 


+ ¥ 


Easy to handle — 
Easy to sell — 


e Shipped right: All cars bulk- 
headed and car floors sprinkled 





e Different lengths and widths are 
separated for your convenience 


e Trade-marked: The Stutts name 
by the grade-mark on every 
piece proves our pride in the 
product! 





Hardwood — 
Pine 


~ LUMBER INDUSTRIES, INC. 





Stutts Lumber Co. — Thomasville, Alabama 
Stutts Sawmill Co. — Mcintosh, Alabama 


General Sales Office — Thomasville, Alabama 
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lasho White Pine is one of the genuine white 
pines. It shares those same qualities which 
have made white pine a preferred building 
material since the earliest Colonial days. 

Soft of texture, straight of grain and free of 
any tendency to split or sliver, Idaho White 
Pine is famous for workability. Stock and 
specify it with confidence because it is man- 
ufactured, seasoned and graded to the high 
and carefully maintained standards of Asso- 
ciation mills. 


For more information about Idaho 
White Pine, send for free illustrated 
64-page book. Address 


WESTERN PINE ASSOCIATION 
Yeon Building - Portland 4, Oregon 


THESE ARE THE Idaho White Pine, 
WESTERN PINES | Ponderosa Pine, Sugar Pine 
THESE ARE THE | Larch, Douglas Fir, White 
ASSOCIATED | Fir, Engelmann Spruce, 
woops | Incense Cedar, Red Cedar, 
Lodgepole Pine. 


WOODS FROM | THE WESTERN PINE REGION ” 
| ici Vy 
Mn NCON FS Montana ar fire 
y bcs - a e % 6 oe 
(ple eee d 
How | 77M’ WELL MANUFACTURED 
ee ness Arvo THOROUGHLY SEASONED f 
| ww coo CAREFULLY GRADED ’ 
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advantage is the home owner’s 
ability to wash the window on both 
sides from the inside. The sash can 
be raised or lowered whether it is 
opened or closed. Glass in all Etling 
windows is embedded in a special 
compound of Weather-Seal manu- 
facture, made with non-drying oil 
and then secured in positive posi- 
tion with glass bead. This gives the 
same joinery effect on the outside 
as is customary on the inside of 
windows. This special process elim- 
inates all danger of putty drying, 
cracking or falling out, the com- 
pany states. Write Etling Window, 
Dept. AL, 24 Huston St., Barber- 
ton, Ohio. 

















Fall Advertising Ideas 


Mats of 104 “Timber-r-r” car- 
toons, especially designed for lum- 
ber dealers, are available in one- 
column and _ two-column sizes. 
These clever sketches are being 
recommended for lumber dealers’ 


newspaper advertising for fall and 
winter months. For complete de- 
tails write Lil-Ad Features, Dept. 
AL, RFD 3, Santa Ana, Calif. 


Protective Moisture Register 


Added protection for workmen 
against possible shock when using 
“hot sticks” (hot line tools) in pull- 
ing aside or securing electrically 
charged wires and lines is provided 
when moisture content of the “hot 
sticks” is checked with Moisture 
Register Model SK, according to 
the company, a pioneer manufac- 
turer of electronic moisture test- 
ing instruments for use in wood, 
wood products, textile, leather and 
paper industries. Model SK _ is 
equipped with a narrow electrode 
designed specifically for “hot 
sticks” and other wood samples of 
small diameter, and there are no 
needles to penetrate or mar the 
wood surface. Moisture content 
from 25% to zero per cent can be 
determined. Readings can be made 
in three seconds by simply pressing 
a button and direct reading from 
the dial. Weighs only 5 pounds and 
is easily portable; guaranteed for 
one year against defective parts 
and workmanship. Write Moisture 
Register Company, Dept. AL, 1510 
be Chestnut St., Alhambra, 

alif. 








: % 


Late 





Kitchen-Mixer Storage 


The Robert Grace Company re- 
port their development of a prac- 
tical and inexpensive storage cabi- 
net for kitchen mixers adaptable to 
use by building contractors. A 
touch of the hand brings the mixer 
down for use in position to top 
of the table (or may be removed 
for use or cleaning), and a lift 
sends it back into its own compart- 
ment out of sight. Plans and in- 
structions are available at cost. 
Write The Robert Grace Company, 
Dept. AL, 850 S. Rogers, Spring- 
field, Mo. 





Get dependable quality—choose 


SINCE 1905 


Member National 
Oak Flooring 
Manufacturers 
Association 


218 






or 


ff 


fi) 






ws 


STRIP 
PLANK 
BLOCK 


SQ 


Unfinished 
Pre-Finished } 


* Manufacturers of Fine Oak Floors i 


* Available for shipment now, solid or mixed 


wood Lumber 


* Thresholds—Risers—Treads—Nosings— 


Bed Rails 


Dimension Stock 


cars of Chickasaw Brand Flooring and Hard- I | 


* Kiln Dried, Semi-Finished Oak Furniture 


Send us your specifications today. 
We quote promptly. 


MEMPHIS HARDWOOD FLOORING CO. 


1591 THOMAS STREET * MEMPHIS, TENN. 
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with D-P Mill-Glaze 
Fast! Efficient! Economical! 


D-P Mill-Glaze answers every requirement for fast and 
efficient glazing. Applies smoothly, quickly, easily . . . on 
either primed or unprimed surfaces! “Sets up” quickly but 
remains pliable so the shocks and vibrations of rough yard 
handling will not disturb its tight, adhesive grip. D-P Mill- 
Glaze holds excellently to both wood and glass. Extensive 
laboratory tests have proved over and over that Mill-Glaze 
will not check, or crack . . . even when subjected to all ex- 
tremes of weather for abnormal periods of time! 

Speed your production and delivery of sash and doors 
with fast, efficient D-P Mill-Glaze. Order today! 


Another Outstanding D-P Product: 


D-P PRIMELESS PUTTY . . . an easy-to-work, quick setting putty, made 
especially for excellent service on unprimed surfaces! 


¢ The D-P trademark is your full assurance of proven 
superior quality . . . achieved through 84 years of 
consistent laboratory research and control. 

* Complete Descriptions and Specifications of D-P Products 


Appear in the 1951 Sweet’s Architectural File, Section 7C. 
D 


THE DICKS “=” PONTIUS COMPANY 


oy -Wane)\pmel i tey 


Alexandria, Va. Decatur, Ga. 
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1-- P= 


OUT OF PAINTING... 


CUT BRUSHING IME 


BY WO-THIRDS... 


RIM INVENTORIES 


ss 


ONE g, 











BECAUSE MEANS 


7 AU 
ONE COVER FOR ALL PAINTS 


@ RUBBER BASE @ ENAMELS e FLATS 
@ WATER MIXED e SEMI-GLOSS 


Your 
Customers 


Will paint more because 
they‘ll get uniform, pro- 
fessional results! 





DEPT. AL 9 
Thomas Products Co., 8490 Lyndon Avenue, Detroit 21, Michigan 


Send colorful folder to: 


NAME 





FIRM 





ADDRESS. 





CITY STATE 
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New Type Parquet 


The new Medley block is de- 
signed primarily to be laid on con- 
crete slab and plywood sub-floor 
construction. It is flexible in both 
directions, allowing it to go down 


over minor imperfections in the 
surface. Made of selected hard- 
wood bonded to 30-lb. asphalt-im- 
pregnated felt membrane, laid in 
usual way with cold mastic. Med- 
ley blocks, invented by H. G. Mac- 
Donald and on which patents are 
pending, are made in two sizes: 
10” x 10” x 3,” and 9” x 9” x43". 


16 





Mass production methods will per- 
mit nationwide distribution. Sev- 
eral thousand local installations 
were made before undertaking na- 
tional promotion. Write H. G. 
MacDonald Company, Dept. AL, 
Monrovia, Calif. 


New Door Operator 

The Robot Operator, Model CA- 
300 Series, has been designed to 
operate sectional overhead doors 
on service stations, garages, ware- 
houses, commercial, industrial, pub- 
lic and other types of buildings. 
Doors can be operated by stand- 
ard 3-button remote switches, or 
by Robot magnetic remote control 
from cars or trucks operated by 
the drivers while the cars of trucks 
are in motion, or by a combination 
of these methods. It opens, closes 
and locks automatically; door can- 
not be opened manually from the 
outside. Ten different 12-volt re- 
mote controls are available. Motor 
is standard, easily replaceable. 
Product is guaranteed against de- 
fects for a year. The company re- 
ports it has received the merit 
award from the National Board 
of Governors of the American So- 
ciety of Industrial Engineers. 
Write for Door Operator, Model 
CA-300 folder to Robot Appli- 
ances, Inc., Dept. AL, 18165 Pros- 
pect Ave., Dearborn, Mich. 





UALCO Streamlined Jalousies 


Union Aluminum Company an- 
nounces the availability of a new, 
competitively-priced, all-aluminum 
Jalousie so  precision-made that 
weatherstripping is unnecessary. 
According to company officials, the 
new UALCO Jalousie went on the 
drawing board in 1949; was tested 
for more than a year under actual 
weather conditions; and is now 
ready to treat Mr. Homeowner to a 
better-looking, longer-lasting Jalou- 
sie that is free of all weather strip- 











GOLDBLATT 


Mason Tools 


Give You... 


ae “© Greater Profits * Faster Turnover 
_< * Satisfied Customers ° Repeat Sales 












Be sure to visit our 
Booth 554 


Grand Central Palace 
New York 
October 8-12, 1951 





National Hardware Show 

















SEND TODAY FOR FREE CATALOG — Write for 
your copy of Goldblatt’s illustrated catalog de- 
scribing the most complete line of the finest 


masonry tools and equipment. 
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Goldblatt Tool Co. 


1924 Walnut St. 












"ONE SOURCE FOR 


—~ ALL NEEDS — Buy all your 


masonry tools from 

Goldblatt — one order, 

one shipment, one billing. 

Easy, convenient. 

ATTRACTIVE DEALER 
DISCOUNTS — Goldblatt sells 
direct to dealers — is able to 
offer attractive dealer discounts. 


Kansas City 8, Mo. 


FIRST CHOICE OF THE TRADE FOR 65 YEARS 
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UNEQUALLED: 


Nterling 
Line of 


SLIDING DOOR HARDWARE 


ls | NATIONALLY ADVERTISED 


The Choice of 
Architects, Builders 
eT ale Mm BY-Yol (7a 
from coast to coast 


=i 
The Complete Line of 
Nterling Sliding Door Hardware 
For Every Size and Type 
of Residential Door 






























































The 600 Series In- 
R se cludes Hangers for 
\ both %” and 1%” 
> ——— by-passing doors. 
Li LOY SISO, LOGY FRAME Track is aluminum. 
INCH 
HEADROOM 
' N° 630 
TRACK MAY Sf =" HANGERS 
BE PAINTED : i = ON 
TO MATCH «x 4273 Ne 606 
woman | TB, Tex 
RED an os 
WITH MOLD4 
ING An 4 
~~ No 876 
ALTERNATE GUIDE STRIP with 
METHOD ‘ pte . 
No. 876 Guide Strips 
GUIDE eliminate grooving bot- 
tom of door. Save instal- 
VL SLL lation time and trouble. 
No. 642 No. 603 < ge 


Adjustable Hanger Aluminum Track (= ee 
For Single Doors For Single Doors \ 


THE Nterling 800 SERIES 


ANOTHER COMPLETE LINE OF HANGERS AND 
TRACK FOR _atagpeiage SLIDING DOORS 


No. 840 ig No. 845 No. 850 
For %4’ yee Has many Fully 
Doors a. uses Adjustable 
No. 852 No. 860 No. 862 
For For Pocket For 
Heavier Doors— Heavier 
Doors Adjustable Doors 





SUE Today For Catalog on Complete Line! 


STERLING HARDWARE MFG. CO. 


2345 Nelson Street, Chicago, 18, Illinois 
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U? AMWELD 
& STEEL “*K=l>”’ 
Sliding Closet Door Units 


V Available Now — Immediate Shipment 
V/ Increased usable room and closet space 
V Quick and easy to install 

/ Smooth — silent — trouble-free operation 
V All-steel construction 

/ Won't crack, shrink, warp or burn 


V Smooth, satinlike factory-primed door surface 
will take any desired color or finish 


V/ Everything complete in one package 
V 4 standard sizes for 3’, 4’, 5’, 6’ openings 


AMWELD is rapidly becoming the “most 
asked for” sliding closet door unit. It’s the 
original knocked-down steel unit, and years 
of experience in steel fabrication guarantee 
quality second to none. 





DEALERS: 


If you are not stocking these 


le AMWELD 


profitab 
and prices. 


ion 
loset units, send for complete informat 
Cc 





" BUILDING PRODUCTS DIVISION 
7) THE AMERICAN WELDING 
mn) & MANUFACTURING CO. 


320 DIETZ ROAD °® WARREN, OHIO 
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ping and other unnecessary 
gadgets. The new Jalousie is said 
to provide a better fit than the old 
method, and its makers report it 
will withstand a lifetime of serv- 
ice. Write Union Aluminum Com- 
pany, Dept. AL, Sheffield, Ala. 





New Glue Can 


The new Franklin Glue can, to 
be displayed for the first time at 
the National Hardware Show in 
New York, Oct. 8-12, features a 
wide opening to allow easy use with 
a brush. Quarter pints previously 


had the same size opening as gal- 
lons; the new can provides larger 
openings in pint, quart and gallon 
sizes. For ready identification, the 
company has added the words 
“Genuine Hide” on the label in 
white. Dealers may tell ustomers 
that this ready-to-use glue has the 
same qualities as the old hot hide 
glue recommended for woodwork. 
Write the Franklin Glue Company, 
Dept. AL, 119 W. Chestnut St., 
Columbus 15, Ohio. 


Switchbox Brackets 


The Hileo Switchbox Metal 
Bracket provides a sure and easy 
method for holding a switch box 
to plasterboard, plywood and to all 
other materials where screws or 
nails are impractical, according to 
the company. Two brackets are 
sufficient to secure most switch 
boxes. The device is constructed of 
aluminum and consists of a small 
angle piece 2” long 3” wide and 
;';" high from which extends a tri- 
angular lip 14%” x 1”. Extending 
at right angles to this triangular 
lip is a small sharp prong ;,” long. 
It is this prong which gives the 
bracket its gripping contact. The 
bracket may be attached anywhere 
along the opening, also permits 
speedy removal of switchboxes, and 
may be used again. Write Hilco 
Engineering Company, Dept. AL, 
Genoa City, Wis. 





Boston New York 
Seattle ‘ los Angeles 
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The most complete publication 


of its kind in pple 


METAL LATH 


and Plastering Accessories 


CATALOG and MANUAL 


Every Building Supply Dealer, 
Every Builder and Contractor 
should have a copy—and use it. 


We'll gladly mail your FREE copy on request. 








PENN Metat Company, INC. 


General Sales Offices: 205 East 42nd Street, New York 2 me OY: 


District Sales Offices 
aatiteleL di elalte) 


San Francisco ; Dallas 
Buel p 


Chicago Detroit Indianapolis 


Porkersburg, W. Va 





rrkerst 7, Ww 
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Snap-On Gutter Guard 


Snap-On Gutter Guard, made of 
heavily galvanized 14” mesh screen 
with aluminum binder, snaps on 
gutter edge on convenient 2-foot 
sections, Lockhart reports. It is in- 
stalled by pressing over edge. of 
gutter; for round style, it is held 
permanently by means of small 
spring clips, two on each section; 
for wooden gutters or other styles, 
it is applied by overlapping clamp- 
ing edge of gutter guard on outer 
rim of gutter, then two small gal- 
vanized roofing nails are driven 
through wire mesh and into eave 
of roof. Clamping ends may be 
opened or closed to fit any gutter 
irregularities. Top edge of Snap- 
On may be tucked under last row 
of shingles, laid on top of shingles, 
or underneath eave of roof if gut- 
ter hangs too far below edge of 
eave. Packaged 2 or 3 dozen to dis- 
play carton. Write for descriptive 
folder to Lockhart Manufacturing 
Company, Dept. AL, 6350 E. Davi- 
son, Detroit 12, Mich. 





New Features for Carloader 


Electric Carloader (Models 4024 
and 5024) has been improved by 
new features claimed to provide 
easier operation, greater safety and 
improved maneuverability. Opera- 
tion is simplified by mounting the 
“fingertip” control lever on the 
steering column. This makes pos- 
sible the selection of direction of 
travel and the engagement of the 
first point of power simultaneously. 
Automatic acceleration eliminates 
jerky movement. Shifts from one 
point of power to another are timed 
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automatically in accordance with 
torque requirements. 

Steering is made easier by means 
of the ‘‘no-kick-back” steering axle 
which is pivoted on rubber tor- 
sional bearings. ‘‘Deadman” brake 
is set automatically the instant the 
driver’s seat is unoccupied. Model 
4024, has a 4000-pound capacity. 
Dimensional specifications with lead 
acid battery are: overall length, 
less forks, 76°%4”; overall width, 
41”; wheelbase, 44”; outside turn- 
ing radius, 74”; minimum inter- 
secting aisle, 66%”; service 
weight, less batteries, 5990 Ibs. 
Model 5024 has a capacity of 5000 
pounds. Dimensional specifications 
with lead acid battery are: overall 
length, less fork, is 78”; overall 
width, 41”; wheelbase, 48”; out- 
side turning radius, 78”; minimum 
intersecting aisle, 6814”; service 
weight, less batteries, 6368 lbs. 
Write Clark Equipment Co., Indus- 
trial Truck Division, Dept. AL, 
Battle Creek, Mich. 








Vollrath Saws 


The Portable Hand Saw Junior 
converts electric drill or flexible 
shaft into a power saw with one- 
inch depth of cut. Weighs 1 lb. 8 
oz., but is ruggedly built, accord- 
ing to the company, for dado cut- 
ting, trimming, ripping, and cross- 
cut sawing beaver board, corru- 
gated wallboard, plywood or wood. 
Non-ferrous metals and corrugated 
sheeting can be cut by changing 
to fine-tooth metal cutting blade. 
Full-size handle and saw guard is 
one-piece cast aluminum alloy 
frame. Both sides of plate are in- 
dexed for straight-line cutting and 
can be used against a guide for 
long rip and dado cutting. The 
Portable Saber Saw can be at- 
tached to your electric drill to make 
a coping, keyhole and jigsaw all- 
purpose tool. Operates with fast 
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Uarco Monthly Statement System 
@ Uarco Recorder Register 
@ Uarco Continuous Register Forms 











we 


Statement time - 
need not be overtime! 


For your lumber yard — this Simple Uarco System to 
make statement preparation a quick, “one-man job”... 


One writing on the register produces four records: 


@ Statement copy, office copy, customer receipt, and 
delivery receipt. 


@ You post the date, number and amount from the 
office copy to your customer’s ledger. 


@ You file the statement copy in your customer’s file. 


To prepare statements: remove copies from file and transfer date, 
number and amount from each to your statement; staple copies 
to it... and mail! Uarco makes billing that easy! 


Yet here’s how you’re protected: transcribing 

errors are minimized, because all four records are made 
simultaneously; numbers cross-check with ledger entries; each 
statement item is backed by actual records of the transaction. 


Mail the Coupon for samples of this time-saving 
Monthly Statement Record System. Then compare 
with your present method. You'll see why dealers all 
over say, “Uarco record writing methods save!” 

Do it today. 


If statement time 
is still overtime 
in your yard... 





UARCO Incorporated 
Room 1628, 141 W. Jackson Blvd. 
Chicago 4, Illindis 


Please send samples of Uarco Record Systems for 
Lumber and Building Supply Dealers. (Please print. ) 


UARCO 


INCORPORATED 





Business Forms PG 00s cesesenessassnvasnes Sabwatennwshiwenhe ia 
Factories: Chicago; Cleveland; Oakland; DOB ack ccecabaviascsanateetenbeensesueeseen ctbes 
Deep River, Connecticut; Watseka, III. 
Sales Representatives in All Principal Cities GIR cilvcscvewssvnesncqeensse eee ew arate’ 
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quarter-inch stroke, practically vi- 
a bration-free, makes its own open- R EF DD -[- PO ST 
MATERIAL HANDLING News ing. Recommended by the com- 
, aoe pany for scrollwork, keyhole and Ty LY 
other irregular openings in ply- he 
wood, wallboard and composition ; 
board. For descriptive bulletins, “ah with 
write The Vollrath Company, Dept. | 
AL, Sheboygan, Wis. @ The All-Purpose Adjustable Post AL, 
with greater Safety Features. 11, 
Ring-Lock Adjustment guarantees 
equal load distribution. Made 
from Steel Pipe and Heavy Tub. 
‘oneal —_ ing. Easy to install. Economical 
L) relied cae to use. Attractively packaged for 
} of moterials-handling better merchandising. 
equipment pay off for com- 
pany and operator. Pocket 
size. Available in quantity. 
4 
BASIC FACTS Ropoe 
For a clear understanding 
He of modern handlin rine : ° 
| Spice ond prociees hove | ROpe Resists Electric Shock c 
a SE-Lectric Manila Rope is the 
result, the company points out, of 
ten years of continuous research ru 
Marae fy aimed at making a rope with max- 1€1 
_ i imum dielectrical or shock-resis- fa 
Sperone CATALOG | tant qualities. It was specifically an 
Leone vate saute, | Planned for the protection of line- 1 
tions of the Clark Leaders | Men, Maintenance and other work- pa 
ship Line—fork-lift treks, | ers facing electrical hazards. One do 
powered hand trucks nd | test example showed that a 5-foot al 
special handling attache | piece of untreated 1%” rope re- - 
_— quired only 5.00 KV of voltage to fo 
‘a, —— produce 10 milliamperes of cur- fic 
MOVIE DIGEST rent, while SE-Lectric’s non-con- al 
1 Clark movies enable you to ductivity needed 73.00 KV of volt- DISTRIBUTES Hi 
fe oe rout conveniewe | age to force the same current 100% LOAD | 
Synopses of films widely through. Both ropes had _ been ON FULL = 
rated “the best in the | showered with water for two hours CIRCUMFERENCE D 
moteriols-hondling field,” | prior to the test. The company is 2, 
offering without charge sufficient 
footage to permit independent 
These up-to-date publications will | tests to be made as substantiation 
move ecendneywaiuabencatina | oF its claims. For samples and 
utmost benefit from your equipment. test booklets, write South Eastern 
ke ana Nehari Cordage, Dept. AL, 628 N.B.C. 
or all of them, Simply use the coupon. Bldg., Cleveland 14, Ohio. 
A-1 ADJUSTS 5'514" - 8'4" 
A2  " 3'6" =. 5g" 
A3  "” 8 2'0" = -3'6" 
pein | 
70) Send Your Inquiry I 
= . sti se be geet se ‘ $ ( 
] CLARK EQUIPMENT COMPANY «BattleCreek 40, Mich, J | | srt sya oes , Name ] 
Please send the following: | New Metal Work Bench Address ( 
D SAFETY SAVES (0 CONDENSED CATALOG The “Scotty” all-purpose work ; ‘ 
: eee iene ated bench is of all-steel construction City State 
j Some | with a “Nat-Flex” top made of KEEP FLOORS LEVEL AND SAFE : 
| Pirm j | Many layers of selected woods, pres- : 
| j | sure-laminated and topped by thick, 
| Address j | tough, surface-sealed plastic base 
S Gece ia | | composition. The company reports ae or | 
Me ee ee ee eee eed | that this top is a non-conductor, (Si phgaidbadigielding de ) 
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resistant to oil, grease, water and 
abrasion, will not fracture or break, 
is easy to clean. In addition to 10 
square feet of bench top, the 
“Seotty” has a full, steel storage 
shelf. All corners of legs and shelf 
are welded for extra strength. 
Write Natkin & Company, Dept. 
AL, 1601 S. Hanley Rd., St. Louis 
17, Mo. 





Sponge Rubber Floor Matting 


Air-Tred is a new type of sponge 
rubber floor matting with a resil- 
ient, long-wearing, semi-hard sur- 
face designed especially for use in 
any application where carpet run- 
ners were formerly used. The com- 
pany claims it does not stretch, mat 
down or break down, is moth-proof 
and softer than carpet. Used in 
corridors and aisles, it silences 
footsteps, serves as a natural traf- 
fic director. Available in maroon 
and black 14” thick, 36” or 48” 
wide, any length up to 60 feet. 
Easily cleaned by vacuum or damp 
mop. Write D. W. Moor Company, 
Dept. AL, 1722 Adams St., Toledo 
2, Ohio. 
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New Quick-Set Concrete 

Permanent repairs to chuck holes 
or breaks in concrete floors can 
now be made easily and quickly 
during working hours by using 
Por-Rok Quick Setting Cement, the 
company claims. Application is fast 
and simple. Merely clean out the 
hole or break, mix Por-Rok with 
water, and pour into the opening. 
Self-bonding, will not shrink, and 
requires no trowelling for a perfect 
finish. The patch is ready for light 
loads in 15 minutes, normal truck- 
ing in 30 minutes, and heaviest 
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3-Speed Mulwaukee 1" Drill 
uses wood bits up to 3" DIAM. 


America’s ONLY 3-Speed Drill—powered by 
Milwaukee-Built motor, famous for MORE "MOTOR GUTS" 


For plumbing, heating, air conditioning, electrical and building contractors, 
this Milwaukee 2” HOLE-SHOOTER — America’s only — Right- 
Angle Drill — has demonstrated its unmatched time-saving performance on 
thousands of jobs. Most powerful drill built for its size and 9-lb. weight. 
Ball and roller-bearing equipped for extra-long service life. 


You'll be amazed at its versatility — unit-built for quick change to suit- 
able speeds for drilling in wood, metal, masonry, concrete, tile. Uses wood 
bits up to 3”... also 2” carbide-tipped drills. 






















For straight drilling, $-412 4” 
HOLE-SHOOTER (above) has a 
chuck speed of 450 R.P.M. With 
the 2-speed “Right-Angle Drive” 
attachment, speeds are 300 R.P.M. 
or 675 R.P.M, 





Head swivels full 
360°. Locks in any 
position. 

S-412 Drill with “2-speed 
Right-Angle 


DEN vsssccccsecens $6 go 





Other bits available also — See assortment at 
. left. We can supply you with any size wood-boring 
bits up to 3”. Write us. 

Complete $-412 Tri-Speed Kit Contains 
/ 1—S-412 44” HOLE-SHOOTER, Jacobs geared chuck. 

| 2— *Two-speed ‘‘Right-Angle Drive” attachment, 

| 3—3 special bits — 34”, 14%", 2%”. 


4 — Special wrench, *Pat. Pending 









Complete $-412 


00 


3 flats specially machined on shanks of 
these bits to fit Jacobs 3-jaw chuck. 


kiT.$ 


Write us for information, sales 
helps, and your price list. 


MILWAUKEE ELECTRIC TOOL CORP. 
5364 W. STATE STREET © MILWAUKEE 8, WIS. 


* Canadian Distributor: MATTHEW MOODY & SONS CO. 
’ 740 Inspector St., Montreal, Quebec 


m *4 
me 
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loads within one hour. Compression 
strength of 4500 lbs. per square 
inch is verified by an independent 
testing laboratory. Write for 4- 
page folder to Hallemite Manufac- 
turing Co., Dept. AL, 2446 West 
25th St., Cleveland 13, Ohio. 


Jewel-Bright Wood Stain 


The Adelphi Paint & Color Works 
has recently perfected a high-color 
wood stain called Color Grain. One 
brushstroke of Color Grain, brushed 
or wiped on the wood, not only out- 
lines and intensifies its lovely nat- 
ural pattern, staining the grain in 
a jewel-bright color, but also pro- 
tects the surface of the wood, pre- 


serves it against wear and use. It’s 
fadeproof, scuffproof and _ scrub- 
able too, and is as durable as any 
finish ever used, the company 
states. Color Grain’s nine handsome 
colors provide a decorative accent 
not only for every room in the 
house, but for exterior uses as well. 
The product has been used with 
considerable success on credenzas, 
bookeases and shelves, coffee and 
cocktail tables, lamp bases, picture 
frames, window sills and moldings, 
plywood panels or unfinished wood 
surfaces of any kind. It also has 
many uses in_ stores, specialty 
shops, bars, beauty salons, show- 
rooms and office counters, shelves, 
partitions, displays or any other 
wood or plywood surfaces. For 
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NO WARP, WASTE OR WORRY 


Your builder customers will appreciate the qualities of OZAN PINE in a hurry. 
Carpenters, contractors and cabinet makers like the smooth, even texture of 


this famous Arkansas Soft Pine. 


And with OZAN Arkansas Soft PINE they know they can expect dry, bright 
lumber, with true, straight edges and square ends. There’s no waste or worry 


there. 


All OZAN PINE is kiln dried, and kept under cover from kiln to car. It is 
precision milled by modern methods and equipment. Graded, stored and loaded 


by strict SPIB Standards. 


Find out just how good 
lumber can be, make your 
next order..... 
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illustrated booklet, write Adelphia 
Paint & Color Works, Inc., Dept, 
AL, 86-00 Dumont Ave., 
Park 17, N. Y. 


Ozone 

















Ra-Tox Flexible Door 


The Ra-Tox Flexible Door is 
made of strong basswood slats, 
woven together with tough seine 
twine. The slats hang vertically, 
and are suspended from hanger- 
glides; the glides travel in the 
overhead hanger channel. Installa- 
tion is easy. Mount the channel in 
the door frame, using a few screws 
and the job is done. Ra-Tox. Doors 
are made in any desired door size, 
and in larger Room Divider sizes. 
Choice of ten beautiful paint colors 
or natural wood finish. The door or 
room divider is supplied with all 
hanging hardware, finish painted 
or in natural wood finish, screws, 
and even a screw driver. Open 
weave of the door, with spaces of 
about ;';” between each slat, per- 
mits flow of air through the door. 
As a result efficient heating of 
rooms or proper air conditioning 
is not hindered when doors are 
closed. The company reports that 
“free” suspension eliminates stick- 
ing. Write The Hough Shade Cor- 
poration, Dept. AL, Janesville, Wis. 





R. C. S. Super-Saw 


A new one-piece heat treated, 
alloy steel piston with separate 
clamping jaw, hardened “Gleason 
Cut” drive gears, insert-type piston 
bearings, a one-piece connecting rod 
with 30% more bearing area and 
other design changes, have consid- 
erably improved the performance 
of the new Model T Super Saw, 
according to R. C.'S. Tool Sales 
Corporation. The entire unit is now 
completely sealed against grease 
leakage, and a new grip, as well as 
the re-designed shank of the new 
“Vise-Lok” Super-Saw Blades, still 
further prevents slippage or poss!- 
bility of chatter. Like previous 
models, the new Super-Saw needs 
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VESTAL brand means longer life and added 


beauty in hardwood flooring. 


VESTAL brand flooring is thoroughly kiln dried 


and precision machined. 


VESTAL brand is carefully matched and strap- 
ped in bundles of the same grade, length and 


specie. 


VE STA L brand can be procured in full or mixed 


cars with other Appalachian hardwoods. 


THE ATLANTIC LUMBER CO. 


88 Broad Street, Boston, Mass. 
1055 Seneca Street, Buffalo, N. Y. 


Headquarters 
for Hardwoods 
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as win Cyr 
Actually it doesn't take a scientist to de- 
termine this equation. It is merely our way 
of graphically telling you that Fair Price, 
Rapid Service and High Quality are the 
three ingredients that go into all of 
PAMUDO'S operations, serving over 5,000 
dealers throughout the United States. 


IF YOU HAVE A WOOD 





PRODUCTS PROBLEM, CALL 





General Office * Warehouse Stocks of 
Direct Shipments . . . * Lumber and Lumber 
Straight Cars & Mixed Cars Products . . . Plywood — 
Douglas Fir Mouldings — * Mouldings — Doors — 
Pine Mouldings — Window « Window Frames—-Windows 
Frames — Douglas Fir 


Frame Stock—Douglas Fir | © WAREHOUSES IN 5 
an Wad Call 
Plywood — Pine Plywood — PRINCIPAL CITIES 


— Douglas Fir Doors — 
Pine Doors — Pine Frame ® 


Stock—Cut Stock—Indus- ST. PAUL 4, MINNESOTA. 
trial Plywood Manufactured . KANSAS CITY 5, KANSAS. 
to customers’ specifications. m CHICAGO 38, ILLINOIS. 
TACOMA BUILDING e BALTIMORE 31, MARYLAND. 
TACOMA 2, WASHINGTON , ELIZABETH, NEW JERSEY. 


*Price - Service - Quality 
Pretty - Darn - Quick 













Pacific Mutual 
Door Company 
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SEE 


Kennedy Famous Finnish 
KNOTTY BIRCH PANEL 
FLUSH DOOR! | 


Kennedy's regal-looking Famous | 
{ Finnish Flush door is completely | 

different in grain character from 
any door previously offered. 


That’s because ONLY the Ken- 
nedy Door is made from world- 

famous Finnish Birch hardwood 
panels — with rich-looking sound 
knots and splendid grain swirls. 


i 





Their natural beauty alone makes 
| them easy to sell. But, in addition, 
they meet the most exacting re- } 
quirements of architects, contrac- 7 
tors and home-owners. Light in 
weight . . . durable . . . balanced | 

. rigid . . . non-warping . . . 
easy to install . . . easy to polish. 


Stock Kennedy Famous Finnish 
Flush Doors: TODAY and watch 
them MOVE! 


Phone or wire today for prices 
or name of your nearest 
jobber. 
Phone Seattle SEneca 1880 
Teletype SE 550 
Cable Address FINNDOOR 








J. G. KENNEDY 


LUMBER CO. 


HENRY BLDG., SEATTLE 1, WASH. 
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no starting hole whatsoever and 
thus speeds up all types of key- 
hole or other “on-the-job” sawing. 
The same built-in blower which 
keeps the entire mechanism cool 
also blows chips or saw dust away 
from the cutting line. Power is pro- 
vided by any heavy-duty 14” or 
5/16” electric drill, by air drill or 
by standard flexible shaft equip- 
ment. Super Saw measures only 
10%4” overall, is designed as a 
heavy or constant duty power tool. 
Write for Bulletin +30 to R. C. S. 
- Sales Corp., Dept. AL, Joliet, 

















Remodeling Ad Mats 


To prepare its dealers for a 
vastly more important home re- 
modeling market, Andersen Cor- 
poration is currently offering a re- 
modeling supplement to its stand- 
ard dealer newspaper mat service. 
“Remodeling business is becoming 
more important to the lumber and 
millwork dealer,” said James D. 
Rowland, the company’s sales vice 
president, “first, because the short- 
age of mortgage money is going to 
mean less new construction and 
more additions to present homes; 
and second, because remodeling in- 
quiries, which usually come directly 
to the lumber dealer, are going to 
be a growing source of business of 
all kinds.” The new supplement 
contains 11 advertisements. For 
copies, write Andersen Corpora- 
tion, Dept. AL, Bayport, Minn. 





New Steel Rule 


Stanley Tools now offers a new 
Defiance “Pull-Push”’ flexible steel 
rule in 6 ft. (No. 1206W) 8 ft. 
(No. 1208W) and 10 ft. (No. 
1210W) lengths. White enamel is 
baked on face of nickel-plated blade 
for extra wearing quality. %” 
blade has large, black easy-to-read 
numerals, is rigid for measuring 





We Can Fill 
YOUR 
HARDBOARD 
ORDER NOW! 


with 
Super-Quality 
FINNISH 
LION BOARD 


A product of renowned Finnish re- 
search and craftsmanship . . . this 
superior hardboard is here NOW... 
ready for delivery in all parts of the 
United States. 


Lighter in color than domestic hard- 
board . ... highly resistant to mois- 
ture, warping po — i this 
hardboard is strong . . . flexible... 
durable and grainless. 


Sheets '/'' thick in sizes 4' x 6' to 4 
x 12'. Phone, wire or write us TODAY! 


(We also are exclusive U. S. distribu- 
tors for Kennedy Famous Finnish Flush 
Doors.) 


DISTRIBUTORSHIPS 
STILL AVAILABLE 
Phone Seattle — 
SEneca 1880 
Teletype — 
SE 550 
Cable Address— 
FINNDOOR 





J. G. KENNEDY 


LUMBER CO. 


HENRY BLDG., SEATTLE 1, WASH. 
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straight—flexible for circular and 
angular surfaces. Chrome-plated 
“Pf” shaped case can be used for 


inside measuring by adding two- 
inch width of case to measurement 
on blade. Blade is_ replaceable. * 
Write Stanley Tools, Dept. AL, 
New Britain, Conn. 
1. CEILING TILE & PANEL BOARD 
2. BLANKET & BATT INSULATION 


Reduce application costs! 




















’ 
a” f <> Approved by Insulation Board 
\S Manufacturers in applying Ceiling 
) Tile and Panels. The Markwell 
i : “L3D” (9/16” leg) Staple is driven 
flush into the nailing tongue of the 
tile. The Markwell gun type tacker 
ee sal pe eliminates damaged edges on tile. 
a , ITs: 
—, = 
All-Purpose Plastic TRIGGER FAST! 
sieiaad . me "13" Model Toads 84 flat wi 
Beverly Manufacturing Company Markwell Staples sizes “L3A” Trigger action drives 
announces development of Famo- (4” leg), “L3B” (5/16” leg) and staples flush into rafters, 
wood, all-purpose plastic for wood Ringe ask a. ST joists and studs. A gun 
finishes. The product, according to Seta toed te type Insulation Tacker 
e the company, dries quickly and does (%” leg), “L4C” (%” leg) and eliminates danger of punc- 
not shrink; takes spirit dye stains ae US" he). turing paper backing on 
—~ freely, and can be painted, var- FREE FACTORY SERVICE a dhe sgn 
nished, lacquered, stained or oiled. Tackers Completely Overhauled og tae aoe 
A water-proof product, it adheres New Parts | 
to wood, metal, porcelain, plaster, Returned Immediately 
or any surface dry and free from 
° ° To Users of Markwell Tackers 
dirt and grease; comes in 15 wood- oni Gites Gaaiiie : 
D matching colors. The company P Manufacturing Co., Inc. Industrial Products Division 
makes also Famoglaze, which is a Catalogue on request 200 Hudson St., New York 13 











compounded cellulose glazing plastic 
and surfacing putty that offers 
porcelain finish, is used in filling 
hairline cracks in boat hulls and 
musical instruments; this product 

is available in white and mahogany 


finishes only. Write Beverly Manu- 

facturing Company, Dept. AL, | - W Pp 4 oe | T 
{ 9118 S. Main St., Los Angeles 3, 
| Calif. 


NEW PRODUCT 




















re- 
- Four reasons YOU should stock CINCH 
he 1. Greater profit. 
2. Less shelf space. 
> 3. Free glazing points. 
his 4. Attractive 
we lithographed cans. 
, Your customers will want CINCH glazing 
‘ compound as soon as they see it on your 
vi counter. Unlike putty, it’s clean and easy to 
~ handle. Free glazing points are packaged 
ish with every can—the item that’s always 
4 forgotten. 
You can reduce inventory for CINCH re- 
ect of putty. You need have no 
e ° worry about CINCH getting hard in the can. 
: Metal Cross Bridging And you make more profit on every sale. 
Junior-Pro Products Company : 
reports ; idgi " . . , ‘ 
2 aaa ay? Ra pegged — 0 CINCH glazing compound makes every job a cinch. It is faster, easier, cleaner 
5 floor strength and cut building to use... it’s more permanent... it won't crack or crumble. CINCH is far superior 
costs. The product, Chan-L-Cros to putty for replacing glass...it is excellent for wood or metal sash. Use CINCH 
Metal Cross Bridging is made of for nail holes... for cracks in wood, brick, or cement...for caulking around 
34” x 16 gauge strip steel with pat- sinks, bathtubs, and plumbing fixtures. 
ented flanged braces for extra 
rigidity an strength in superior SEND FIRM NAME AND ADDRESS FOR FREE 1 LB. SAMPLE AND 
load carrying and durability. The COMPLETE INFORMATION ABOUT CINCH GLAZING COMPOUND 


company claims it does not inter- 


age laying of subflooring, 612.S. MAIN ST. 
provides more space in the trian- C 0 
gular areas between center rivet TH E . ST.LOUIS 2; MO. 


and joists for installation of elec- 
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TEXARKANA U. 








SALES OFFICE 


- GAK FLOORING 




















SGUTHERN HARDWOODS 
DIBOLL ano PINELAND, TEXAS 


KILN DRIED YELLOW PINE --- END-MATCHED FLOORING --- TIMBERS 


SOUTHERN PINE LUMBER COMPAN 


MILLS 











trical conduits and plumbing pipe. 
Steel braces are nailed to top and 
bottom edges of the beams as with 
wood, nailing bridging at under- 
side of joists after subflooring is 
nailed in place. Provision for nail- 
ing meets requirements of all 
building codes; braces cannot sep- 
arate from joists when under load 
or as lumber shrinks. Made in 
three standard sizes for use with 
8, 10 and 12-inch joists. Write 
for folder to Junior-Pro Products 
Company, Dept. AL, 3206 Morgan- 
ford Rd., St. Louis 16, Mo. 





Hammer-Nail Clip 

The Amsco Company has devel- 
oped the Third-Hand hammer-nail 
clip as a time, labor and material 
saver for anyone using a hammer. 
This new tool fits most types of 
carpenter’s hammers by slipping 
over head, then pushing ears 
through slots, bending and flatten- 
ing. Its clip on both sides of ham- 
mer allows its use either right or 
left-handed, permits free use of one 
hand to hold material while start- 
ing nail, adds a hammer’s length 
extra reach on the job. For descrip- 
tive leaflet, write Amsco Company, 
Dept. AL, Le Center, Minn. 





Portable Saw Safety Blade 


PTI, Incorporated announces a 
special portable saw safety blade 
with a new universal bore that fits 
all standard portable saws without 





bushings or adapters. New blade 
offers the user of portable saws 
the same advantages as stationary 
saws—better and quicker cutting 
—lower power requirements—and 
complete safety from dangerous 
“kick-backs.” Another advantage 
to dealers is that the universal bore 
permits a greatly reduced inven- 
tory. Attractive appealing packag- 
ing and display material are pro- 
vided to help catch the consumer 
eye and cash in on the growing de- 
mand for this basically improved 
saw blade. The new blades are now 
available in all sizes from 6” up. 
For display material and literature, 
write PTI, Inc., Dept. AL, 401 
Broadway, New York 13, N. Y. 


Semi-Gloss Enamel 


United Lacquer announces de- 
velopment of a semi-gloss enamel, 
HP 126, that offers the housewife 
the same washability that is pro- 
vided by gloss enamels. “Walls fin- 
ished in HP 126 can be washed 
easily with soap and water—with- 
out leaving any streaks,” it was 
reported by Saul Cantor, vice-presi- 
dent of United. ‘‘We think that this 
new enamel can mean a great deal 
in furnishing softer, more peaceful 
decoration in the kitchen. Before 
this, the gloss enamel had to be 
used, so the housewife would be 
able to wash kitchen walls easily. 
But the glossy finish was not always 
attractive,” he stated. HP 126 is 
available in all colors. It may be 
applied by brushing or spraying. 
Write United Lacquer Mfg. Corp., 
Dept. AL, 1001 W. Elizabeth Ave., 
Linden, N. J. 





New Platform Transtacker 

A platform Transtacker almost 
10” shorter than previous models, 
permits narrower aisles than ever 
before. Its shortness — 6934” — 
is one of many major develop- 
ments. Better protection for all 
operating parts is provided by 
the new cast drive housing and a 
cast collector ring cover, bolted 
securely to the frame. A solid steel 
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RIM: IT Packaged Window and Door Trim 


«> SAVES... TIME 


y MONEY 
WASTE 


It eliminates waste because there is no cutting waste 






t 
is 





Firpine also manufactures and no loss of material. Trim-Kit is architecturally 
Ponderosa Pine lumber and correct in design. Accurately and smoothly machined. 
wholesales other species of < 

Shans eciieaaion wi It cuts handling costs plus lower overall cost. Made 
work, mouldings, cut stock and of clear, soft-textured Ponderosa Pine. It saves distri- 
specialty items. bution time because Trim-Kit is easy to stock and to 


inventory. Horizontal members in one package and 
vertical members in another package. 


Contact your jobber. Trim-Kit is sold through recog- 
nized jobbers only. 


@ OUR MOTTO: “If it's made of wood, We sell it.” 
Propucts COMPANY 
P. O. BOX 188 — OSWEGO, OREGON 
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TARTER, WEBSTER & JOHNSON, INC. 
% 1 Montgomery Street =» P.O. Box 1731 
SAN FRANCISCO 4, CALIF. / ‘\ STOCKTON, CALIF. 
DOuglas 2-2060 + Teletype SF 531 i Stockton 4-8361 + Teletype SK 2 
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enclosure, with hinged doors and 
a drop pin lock for quick battery 
changes, gives the battery unusual 
protection. The Transtacker ‘101’ 
includes the new field-tested motor 
Automatic designed for use 
throughout the “101” series of 
trucks. Highlights include gear 
drive unit with first reduction 
chain, fully enclosed, replacing 
double reduction chain drive; full 
magnetic contractor control, to re- 
duce electrical and mechanical 
wear; braking through the entire 
gear reduction by placing the brake 
on the motor shaft. Write Auto- 
matic Transportation Company, 
Dept. AL, 149 West 87th Street, 
Chicago, IIl. 





Squared End Dampers 


Donley squared end dampers, 
made of U. 8S. Corten steel, differ 
from the company’s __ general 
splayed-end line for a dual pur- 
pose. The first is in application to 
the projecting corner fireplace, 
where the square end is essential 











LESLIE LOUVERS 


BOOST YOUR VENT SALES WITH 
a PATENTED FEATURES OF LESLIE 
>> ROOF AND WALL LOUVERS 
| Low Cost e Top Quality 
Aluminum or Galvanized Steel 


SLANT ROOF SERIES LOUVERS 


Fit any pitch roof . . . guaranteed 
weather tight . . . easily installed. Ex- 
clusive features include over-flashing be- 
low screened opening and DEEP baffle 
4 inside to stop wind-driven rain and snow. 
Has 3" flange all around. Made from 26 ga. galvanized steel 
(brenze screen) or .025" aluminum (aluminum screen), with 
screen openings of 10" x 3" or 20" x 3". Galvanized steel 
louvers are prime coated with aluminum paint. 


FLUSH FLANGE SERIES LOUVERS 


Adaptable to frame, brick or veneer walls 

. . easily installed . . . front edges of 
louver vanes are flush with frame. Galvan- 
ized iron fly screen in rear excludes insects 
and birds and is readily detachable for 
cleaning. Made from 26 ga. galvanized 
steel or .025" aluminum in following open- 
ing sizes: 8" x 8", 8" x 12", 8" x 16", 12" 
x 8", 12" x 12", 12" x 18", 12" x 24", 14" x 
8", 14" x 24", 18" x 18", 18" x 24", 24" x 8", 
24" x 24", 24" x 30". Galvanized steel louvers 
are prime coated with aluminum paint. 


SELF FRAMING, BOX FRAME LOUVERS 
GALVANIZED STEEL with Galvanized 
Screen 
For new construction or on re-siding jobs 
. integral center flange provides a sealing 
and attaching surface to sheathing under- 
neath siding. Frame channels provide rigid- 
ity and eliminate dirt-catching corners where 
Louver vanes and sides meet. A drip edge 
at the bottom and a sloping top are other 
exclusive features. 5 sizes: 8" x 8", 8" x 
wie «0. ee « 1. ss we. 
LESLIE 
FOUNDATION VENT 
@ 16" x 8" concrete block size 
@ Rigid Frame channels 
@ Galvanized steel with galvanized 
screen 


IMMEDIATE DELIVERY 
on all sizes and models. 

























Write for Illustrated Catalog describing the complete 
LESLIE LOUVERS line. 


LESLIE WELDING COMPANY 


2940 W. Carroll Ave CHICAGO 12, U.S.A. 











in bringing the damper fully up to 
the wall of the short side of the 
corner fireplace opening. The gee. 
ond is to be adapted to the fireplace 
serving adjoining rooms, commonly 
known as the “peek-a-boo” fire. 
place. The company states that the 
product was designed to provide 
for these two types of fireplace 
where the function of the interior 
to reflect heat in a single forward 
direction does not exist, and that 
a typical damper used in such in- 
stallations will not give best results, 
Write for literature to The Donley 
Brothers Co., Dept. AL, 13928 
Miles Ave., Cleveland 5, Ohio. 











Dual Glazing "On The Job" 


Steelbilt, Inc., announces devel- 
opment of Thermo-glaze for steel 
sliding doors and windows to pro- 
vide the benefits of factory sealed 
double glazing on the job. Dry air 
space between the two panes is 
sealed at glazing time by a pat- 
ented rocker-type glazing bead ex- 
erting a _metal-to-rubber-to-glass 
pressure; patented dehydrator 
maintains dehydration of insulat- 
ing air space. W. C. Watkins, pres- 
ident of the company, who engi- 
neered the new product, states that 
breakage or leakage occurring after 
installation can be remedied at once 
with minimum expense and delay 
and that double glazing on the job 
avoids the risks involved in ship- 
ping heavy glass over long dis- 
tances. Steelbuilt products are 
equipped with removable mullions 
to give painting access without re- 
moving glass or doors, are leak- 
proof and have solid bronze hard- 
ware. Write Steelbilt, Inc., Dept. 
AL, 4801 E. Washington Blvd., Los 
Angeles, Calif. 
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NOW-x°8 CAN GUARANTEE 
A PERFECT SINK-TOP 
INSTALLATION EVERY TIME 





WITH COMPLETE CONFIDENCE 
When You Use The 


HUDEE Ideal 


SINK FRAME SYSTEM 














100% SANITARY 
100% WATERTIGHT 
EASILY INSTALLED 
COMPLETELY SELF-SEALING 


Here is a sink frame that means new profit for you—easy 
to sell, easy to install. 

Easy to sell because your customers will appreciate its 
watertight and sanitary features—and you can confi- 
dently guarantee every installation. 

Easy to install because NO Rabbeting, NO Scribing, 
and NO Special Tools are required with HUDEE, And 
Hudee Frames are available for all standard type flat rim 
sinks including cast iron enameled, pressed steel, stainless 
steel, and vitreous china. They can be used with all top 
covering materials—linoleum, rubber, or plastic. 

You profit "ALL-WAYS" with HUDEE—sell them, ins 
stall them! 


DISTRIBUTORS IN ALL TRADING AREAS 


For complete details see Sweets Architectural File, No. 24a-20 
or write today to 


Willi EScLR andbGer 


tne. 
MANUFACTURERS AND DISTRIBUTORS 
225 WEST HUBBARD ST. e CHICAGO 10, ILLINOIS 
IN CANADA— WALTER E. SELCK AND CO. LTD. — TORONTO 


BuILDING Propucts MERCHANDISER 











For QUICKER turnover 
AND BIGGER PROFITS —— 


= 


HANDLE 
cAbesto COLD APPLICATION 
BUILT-UP ROOF MATERIALS 


Easily applied by your Se 
customer, Abesto —~ 
LIQUID, used with 
smooth surface roll 
roofing produces a 
better built-up roof 
at lower cost! 




















The Abesto "Seal of Quality" 
is for your protection. It iden- 
tifies all Abesto products and 
is your guarantee that you are 
offering roofing materials that give the utmost 
in protection from the elements. The reputable 
dependability of the exclusive formulas used 
have been proven by exhaustive tests — both 
in the laboratory and in the field. Give these 
better roofing products a prominent display in 
your store. It will pay off in extra profits for you! 
Write for FREE Specification Sheets. 
F.H.A. Approved 


ce Abesto 


MANUFACTURING CORPORATION 


MICHIGAN CITY, INDIANA 
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Requires 








SNAP-O 


HINGES 


Stays... 
catches . . 


ONE-BORE LATCH 
For screen or storm doors. 
no mortising. 
Just bore one hole and in- 
sert screws. 
tion is in the strike. 


STORM SASH ADJUSTER 











Latching ac- 


Opens and closes 
with 


easily one 
hand. Locks shut 
securely with 


arms swinging 
upward. Easy to 
change over, as 
arms remain ‘on 
frame. 


BARN DOOR LATCH 


Gravity type — 
won't freeze or 
bind. Holds doors 
open or closed. 
No pins, nuts or 
springs to work 
loose or break. 
For doors up to 
two inches thick. 


N SASH LIFT 


Quick to install— 
just drill two 
holes for special 
screws. Lift snaps 
over screw heads 
to give a smooth, 


streamlined ap- 
pearance. 
AND BUTTS 


Includes special 
features for storm 
and screen doors. 
May also be used 
on casement sash. 
Button tip, loose 
pin type. 3”x234”. 


Also manufacturers of casement sash 
screen hangers... 
. storm door chains... 
picket gate hardware . . 


cabinet 


Ask your jobber, or 
write for literature. 


250 EAST FIFTH STREET 
ST. PAUL 1, MINNESOTA 





Twin-Tilt Truck 


Labor-saving auxiliary frame of 
the Twin-Tilt Truck enables one 
man to move a 1000-lb. load easily. 
Fingertip pull tilts the load back 
against handle shafts, keeps sacks 
in perfect alignment. The company 
states that hand loading, stacking 
and restacking are sharply cut and 
fewer trucks are used through 
work of Twin-Tilt. All metal, no 
sharp corners. Total capacity, 1200 
lbs. No bolts or rivets to work 
loose. Solid 1” steel axle supports 
the wide molded-on rubber-tired 
wheels which are mounted on roller 
bearings for easy operation. Han- 
dles tubular, comfortable to grip. 
Clear height of truck approxi- 
mately 50”, overall truck width 
20”, lip on auxiliary frame 12’x 
20”, height of lip from floor when 
frame is in vertical position is 3”. 
Truck weight for shipping is 100 
lbs. Write for folder to Twin-Tilt 
Truck Co., Dept. AL, P.O. Box 11, 
St. Bernard, Cincinnati 17, Ohio. 


Liner for Concrete Surfacer 


Structural and architectural con- 
crete surfaces that are compara- 
tively free of voids and pits and 
yet have greater wear-resistance 
and better appearance are easily 
and readily produced by means of 
Celotex Absorptive Form Liner, the 
manufacturer reports. Normally, 
when concrete is placed against 
conventional wood forms and fi- 
brated to insure a dense mix, air 
bubbles and excess water are driven 
to the sides of the form in an effort 
to escape. But, because wood forms 
are non-porous, these free agents 
become entrapped just at or below 
the form surface and cause unde- 
sirable pits and “sand streaks’ to 
appear on the finished surface. 
Celotex Absorptive Form Liner 
overcomes this common fault by 
eliminating the air and excess wa- 
ter in the concrete through absorp- 
tion. This porous form lining ma- 
terial is a Celotex cane fibre board 
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YH Designed 
for industry, 
“ae «for professional 
~ work, this light, beau- 
2 tifully balanced, orbital- 
motion, SpeedSander is rap- 
idly becoming a_ standard 
home appliance. With its 
powerful electric motor and 
all-ball-bearing construction, 
anyone cari easily re-surface 
and refinish furniture, wood- 
work, metal surfaces or 
walls. It will quickly remove 
old paint, stain, or enamel 
down to the bare wood or 
metal; will sandpaper to a 
“piano finish,’”? remove rust and cor- 
rosion or “feather edge” a scraped 
fender. It will burnish pots and pans 
or with lambs wool bonnet, delicately 
polish fine furniture. It makes tedious, 
tiresome jobs fun—saves hands! In de- 
sign, convenience and efficiency it is 
today’s finest sander regardless of 
price. Ask your local dealer to demon- 
strate it. 















‘ ' . 4 ve 
j= N 
No. 400 

Y2" (in steel) 


Far advanced in de- 
sign and construction b 
these new SpeedDrills are lighter, han- 
dier, yet more powerful and faster- 
drilling than more costly old type 
drills. Drill steel, wood or concrete. 
Quality built for lifetime service, of 
die-cast aluminum with cast-in air 
cooling system and _ self-lubrication. 
Heavy cut-steel gears. Ball thrust 
bearings. Your SpeedWay Dealer will 
point out the many other superior fea- 
tures. 


No. 128 Bench Speed Grinder 


4% H.P. motor. 
Shaded Pole AC, 
Two 6” x % 
grinding wheels. 
Overall cast alu- 
minum housing. 
Guides for proper grinding of drills, 
planes, blades, chisels, etc... ..$32.50 





These best-tools-to-buy are by far the 
best tools to sell. Write for Catalog 
Sheets. 
S AY MANUFACTURING CO. 
Pp 1876 So. 52nd Ave., Cicero 50, Ill. 














fea- 





felted to a predetermined density 
and then surface-impregnated with 
a specially prepared compound that 
controls the rate of air and water 
absorption. The liner is manufac- 
tured in sheets 4’x8’x%” thick. 
Write The Celotex Corporation, 
Dept. AL, 120 So. La Salle St., Chi- 
cago 3, Ill. 





New Circular Saw Blade 


The new Safti-Cut, circular saw 
blade that departs radically for con- 
ventional saw blade design, has 
been developed by Western Saw 
Manufacturers, Inc. With only 8 
or 12 cutting teeth instead of the 
100 of usual blades, Safti-Cut gives 
smoother cuts faster, with approxi- 
mately 30% less power consump- 
tion, the company states. Cutting 
teeth project only .020” above the 
non-cutting edge, prevent loading 
up of the .blade teeth, which often 
causes blades to crack, and permit 
the non-cutting edge to control the 
bite of the blade. The fewer num- 
ber of teeth reduces blade noise 
appreciably, makes resharpening 
easy. A unique tooth design utilizes 
the principle used in planing or 
jointing operations for cleaner, 
faster cuts. Western’s Safti-Cut 
blades are available in 6” to 16” 
diameters for any style arbor hole. 
Write Western Saw Manufactur- 
ers, Inc., Dept. AL, 1842 W. Wash- 
ington Blvd., Los Angeles, Calif. 


_New Backing Material 


Neofelt, a non-asphaltic backing 
approximately one-half the weight 
of backings previously used by 
Sloane-Blabon, is being introduced 
by the company on its new “Tren- 
wall” wall coverings. Tests under 
both high and low temperatures, 
it is reported, show the product to 
have excellent stability, high tensile 
wear and internal bond strength. 
It was designed to make the com- 
pany’s wall coverings easier to 
handle, cut and install. These fea- 
ture also an alkali-resistant face 
finish which extends the wear of the 
material.. The “Trenwall” line of 
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The revolu- 

) tionary design 
) and modern 
packaging as- 
‘a sociated with 

the Zip and Whiz—Completely 
Packaged Buchbarrows—have 
made them “‘by-words” of the 
industry in just a few, short, 
months. An equally important 
component, but not quite so 
visible, is the high degree of 
skill and experience that goes 
into the manufacture of every 
Zip and Whiz. This vital ingre- 
dient, which is a part of all 
Buch products, is best illus- 
trated by the photo above. The 


BUCH MANUFACTURING CO.¢ ELIZABETHTOWN, PA. 





OUR "PRICELESS INGREDIENT” 


combined years of service of 
these seven Buch employees— 
the men who build Whiz and 
Zip—amounts to 290 years. 
Shown at a recent company 
dinner in honor of their years 
of service are, (left to right): 
Daniel Harley, 30 years; Dan- 
iel Zerphey, 34 years; Aaron 
Moyer, 37 years; Sol Becker, 
43 years; Harry Eshenbaugh, 
46 years; Edward Belser, 47 
years; John Kline, 53 years. 
They are just a few of the con- 
scientious folk who have 
helped Buch to live up to its 
slogan—‘Carrying the Load 
Since 1868.” 


‘‘ Carrying the Load Since 1868.”’ 





! 


235 































When 
Windows 























come IN for 
SY 


Brand 
INSECT 


WIRE SCREENING 





There are good reasons why home- 
owners prefer Cortland Brand Wire 
Screening. For one thing, it makes a 
better looking screening job. For an- 
other, it gives dependable service. 


Popular Cortland Brand has been a 
favorite screening for over 75 years. 
it's ideal for doors, windows, porches 
and breezeways. Meets U.S. Depart- 
ment of Commerce, National Bureau 
of Standards’ specifications. In 18x14 
mesh, 24” to 48” widths, 100 linear 
foot rolls. Also available in 54”, 60”, 
66” and 72” widths in Bronze and 
ee Aluminum. 


t Stock 4Ul Three 
Cortland GRAY-WICK 


Popular, all-purpose wire screening 
— doubly protected against corro- 
sion by electro-zinc galvanizing and 
“glare-proofed", enameled finish. 


‘eel aal litem 1.40), P45 


Rust-resistant, unaffected by weather, 
salt air, acids or gases. Stronger, 
longer-lasting than copper screening. 
Bright or dark bronze “antique” finish. 


Cortland ALUMINUM 


Made of full gauge Alclad aluminum 
wire that won't rust or stain. Extra 
strong. Only 3 as heavy as steel in- 
sect wire screening. 


WB 















BRAND 


HARDWARE CLOTH = NAILS & BRADS 
POULTRY NETTING 


WICKWIRE BROTHERS, INC. 


CORTLAND, N. Y. 
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new coverings offers 6 different 
colors in simulated ceramic pat- 
terns, in rolls 54 inches wide. 
Write Sloane-Blabon Corporation, 
Dept. AL, 295 Fifth Ave., New 
York 16, N. Y. 





New Screw Anchors 


Scru-Tite screw anchors, made 
of tough Tenite, will anchor any 
material to a solid surface with 
minimum effort and last a lifetime, 
according to the company. They 
are exceptionally light in weight, 
practically indestructible, corro- 
sion- proof, non-magnetic, have 
low thermal conductivity, and are 
excellent electric insulators. Scru- 
Tites withstand extremes of tem- 
perature and are not affected by 
atmospheric conditions. They are 
used in fastening all types of solid 
materials such as brick, wood, con- 
crete, glass, metal, bakelite, or any 
solid. Scru-Tite screw anchors do 
not discolor surrounding areas. To 
use, just drill a hole to size, drive 
the anchor into the hole with a 
hammer, fasten material by insert- 
ing the screw and screwing it in, 
in the normal way. Write Master 
Craft Products, Dept. AL, 95-01— 
150th St., Jamaica 4, N. Y. 





New Wood Welder 


A new vacuum tube, self-excited- 
type, wood welder operating on a 
set frequency of 27.12 megacycles, 
and which materially increases the 
speed of bonding wood, formica, 





plastic or their combination with 
metal components, has been devel- 
oped by the Wood Welder Manu- 
facturing Company. The new wood 
welder with penetration range from 
lg to 2 inches provides tight bond- 
ing of materials in a matter of sec- 
onds, which would ordinarily re- 
quire several hours. The wood weld- 
ing Gun operates on power supplied 
by a small, compact generator, per- 
mitting wide ranges of flexibility 
and movement by the individual op- 
erator. A three-position power se- 
lector switch determines energy to 
be supplied in proportion to depth 
of material to be bonded. Instant 
setting timer provides automatic or 
semi-automatic operation when 
used for repetitious operations. The 
hand Gun, with tuning arrangement, 
provides maximum power for a 
wide variation of applications. 
Write Wood Welder Manufacturing 
Company, Dept. AL, 2758 Whittier 
Blvd., Los Angeles 23, Calif. 














Combination Windows 


Phenix combination windows 
give year-round comfort and con- 
venience minus the danger and 
annoyance of ladder-climbing for 
seasonal changes. Actual installed 
cost of modern, attractive Phenix 
unit is no more than that of bulky, 
old-fashioned storm sash _ and 
screens, the company claims. Small, 
lightweight Phenix inserts are 
easily changed, washed, stored— 
from the inside. Unit consists of 
permanent frame plus two inter- 
changeable sash sections and one 
screen section. Direct or indirect 
no-draft ventilation possible with 
any combination of inserts. Off- 
season inserts easily stored in half 
the space, easily washed in kitchen 
sink. No protruding hardware or 
complicated fixtures; simple inside 
latch arrangement locks or releases 
inserts. Write Phenix Mfg. Co., 
Inc., Dept. AL, 4129 N. Port Wash- 
ington Road, Milwaukee 12, Wis. 
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« 
Builds PROFITS, not MUSCLES 


Quality work plus SPEED! That's what makes profits for your profes- 
sional rental customers—painters, carpenters and others. Makes pleasure, 
too, for your neighborhood over-the-counter sander renters—hobbyists, 
boat and home owners, etc. This profit and satisfaction for your customers 
means profits for you from rentals and related materials sales, such as 
sandpaper, brushes, paints and other supplies. 

Gasys built to take the abuse of rental service, a real production tool 
with a world-wide reputation for long life and trouble-free performance. 
Combined with the quality work of Lasys Strate-Line Action—no curli- 
cues, chains or other hard-to-cover abrasive patterns—it’s a natural for a 


sucessful rental business. 


Write for catalog sheets today. 


DETROIT SURFACING MACHINE COMPANY 


1310 E. EIGHT MILE RD. @ DETROIT 20, MICH. 


























Y Conuine 
iIKRE 


NEW ECONOMY 


SASH HOLDER 


Model VSH-57 %" dia. for Check Rail Sash 
Model VSH-20 34” dia. for Plain Rail Sash 





The demand for Vikre New Economy Sash Holders is increasing 
every day. Builders and owners everywhere know of their money 
saving efficiency — know that they are the only spring tension 
type holders to have all moving parts fully encased to eliminate 
sticking and binding. Vikre Holders require only one hole 
drilled in sash .. . have patented, adjustable steel spring tension. 
Sell genuine Vikre Sash Holders for better profits. 


NEW MERCHANDISING DEAL 
Six dozen Vikre Sash Hold- 


ers are packed with an attrac- 
tively stained, eye catching 
window display with mount- 
ed sample of Holder. Win- 
dow can be raised and low- 
ered. Attractive folders. No 
additional charge for display 



















prmee preening 
ee | aA 


and folders. Order from. 
your jobber now. J. N. z 
Vikre Co., Inc, 3016- | ai ei = : 


14th Avenue South, Min- 
neapolis, Minn. 


BuiLpinc Propucts , MERCHANDISER 
































smart Dve/ Lge! ge: 


Distinctive new scoring with sweeping | 
_ ame effect of 3-dimensional ete 
ond charm! 


Here's new eX-TelU A Amelile ME Tiilela (alts Me ome hi igo lel 
your customers! Prestile's twelve style-right colors 
orate Ma coll] am ole) olU Colm oLohitclaarMolit-lmeelt iiss m celalehilolals 
for home decorating schemes. 

Investigate Prestile now! Learn why Prestile's rep- 
Tirol ivolamecelm@el) oX-1alokelol(-Me Uo] lia melileMelsiUla-te Melia: 
eries means more sales. 





DE LUXE TILE. 


ie Mfg. Co. © 5850 Ogden Ave. ¢ Chicago 50, Ill. 


Yes, we want to learn more about: L 
(] PresTile De Luxe Tileboard [(] PresTrim Aluminum Mouldings 





Vee HAND v.65 < v0k0s Ghee wee 
Clip this memo to your letterhead and mail today! 
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NOW YOU CAN SELL 


GENS(D STENMAN 


IMPORTED SWEDISH 


BUILDER’S HARDWARE 





Finest Swedish Quality 
Reasonably Priced 
Complete Sizes, Styles, Finishes 


Prompt Delivery from our Ware- 
house Stock 





A complete 
range of butt 
hinges for all 
applications 
in all finishes. 
The finest 
quality produced anywhere. Standard 
U. S. specifications and packaging. 





A complete selec- 
tion of builders’ 
shelf hardware in- 
cluding bolts, 
hasps, brackets, 
back flaps, light 
narrows, etc. Famous Swedish steel and 


finishes. 


STRAP 


HINGES 





A complete range of 

sizes, types and fin- 

ishes in superior qual- wooD 
ity Swedish wood SCREWS 
screws. Prompt de- 

livery. 





FULLY GUARANTEED! 
See Your Jobber or Write for Prices 


GENSCO TOOL DIVISION 
GENERAL STEEL WAREHOUSE CO., INC. 


1812 North Kostner Ave. Chicago 39, Ill. 
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Insulite Display 


An Insulite insulating wool dis- 
play, complete with samples of the 
wool, is now available for retail 
dealers’ showrooms. Produced in 
full color, the display reminds the 
customer that Insulite insulation 
wool is made of Fiberglas—life- 
time insulation that won’t sag or 
settle and is fire resistant. Besides 
the three-inch thick sample of in- 
sulating wool, there is a pocket for 
a supply of stuffers. Four types of 
insulation are shown on the dis- 
play: roll blankets, utility batts, 
batt blankets and pouring wool. The 
display, 25 inches high and 15 
inches wide, is made to stand on 
the counter or hang on the wall. 
Write Insulite, 500 Baker Arcade 
Building, Dept. AL, Minneapolis 2, 
Minn. 


COUNTERSINKS 





ORILLS SHANK 
CLEARANCE 


DRILLS TAPERED 
PILOT HOLE 





blew Twist Drill 


“Screw-Mate,” a new twist drill 
made from hardened .and ground 
high-tungsten steel, matches the 
body shape of the corresponding 
size wood screw.. It will counter- 
sink, drill shank clearance, and 
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drill tapered pilot hole all in one 
operation. Tapered pilot hole al- 
lows even the first threads of a 
wood screw to do their share of 
the holding. Shoulder stops the 
drill at just the right depth, while 
the size of the drill is slightly 
smaller than the body of the cor. 
responding wood screw to provide 
a good snug fit and prevent dry 
rot. Fits any drill gun, hand drill, 
or drill press and is available in 
a wide variety of sizes. For liter- 
ature, write D. R. Carner Co., Inc, 
Dept. AL, 106 Hospital St., Provi- 
dence, R. I. 





Tool Files, Sets Saw 

The combination two-in-one tool 
known as the Sharp-Set, is used to 
keep circular saw blades in efficient 
cutting condition. It is adjustable 
for blade diameters from 6” to 18”, 
accommodates all standard size and 
shape arbors, and can be carried in 
the tool box with other tools. At 
one end of the Sharp-Set there is 
a tool steel “hammer and anvil” 
matched at 15 degrees to give the 
saw blade the proper set. The other 
end has a tension bar for filing the 
teeth under proper tension. A built- 
in clamping device for convenient 
fastening in a vertical position is 
available when the tool is used for 
saw filing. The manufacturer states 
that because Sharp-Set is easily 
used right on the job it eliminates 
delays and inferior workmanship 
due to dull blades. Complete de- 
scriptive material is available. 
Write Clark & Sawyer, Inc., Dept. 
AL, 600 Mateo St., Los Angeles 21, 
Calif. 
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LUDWIG 


SPRING - TENSION 
"SNAP" FASTENERS 


Hold screens or storm sash 
FIRMLY to window frames 
or combination doors. 







Eliminate rattlin and 
drafts . . . cut fuel costs 
_,. save wear and tear 
on painted surfaces... 
permit quick and easy 
changing of storm sash 
and screens. 


LUDWIG SPRING-TENSION “SNAP” FASTENERS are made 
of hardened spring steel and rust-proofed. 

















Packed 1 gross (with screws) in 
7°xT" x22" attractively colored dis- 
play box with 1 Fastener mounted 
on demonstrator block. Weight 5 
tbs. 12 display boxes to carton. 
Shipping weight 60 lbs. 





) Dealers should order 
well ahead from their 
jobber in view of the 
current strong demand 
for this product. 


LUDWIG 


MFG. CO., INC. 
2401 Durand Road, 
RACINE, WISCONSIN 
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1927 «= BRAND -- 195! 
OAK FLOORING 





Your customers are assured 
lifetime satisfaction with Ozark 
Brand Oak Flooring. It is pro- 
duced from fine quality Mis- 
souri altitude-grown Ocak Stock 
which has been properly sea- 
soned in Moore Cross-Circula- 
tion Kilns. It is accurately 
milled on modern machines. 
It is expertly graded in ac- 
cordance with NOFMA grad- 
ing rules. 


Try a shipment and see for 
yourself the fine quality of 
Ozark Brand. 









THE OZARK OAK FLOORING, CO. 
BISMARCK, a 


BuILDING Propucts MERCHANDISER 


MISSOURI 
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¢ Revolvodor Closet | ES 

e Private Dressing Room 4a: An q 

e Large Hanging Space ae te ea | 

¢ Ample Hat Shelf 6 Se 4 4 

¢ Spacious Shoe Rack 

e Tray Space—equal 
to chest of drawers 


¢ Full Length Mirror Jan Sterling 


co-starring in a Pearlberg-Seaton 
Production — ‘* Rhubarb '’ 
a Paramount Picture 


The Space-Saving miracle for new and remodel construction! 


REVOLVODOR-=superbly designed to bring new efficiency, 
economy of space to every room of the home. Ingenious 
engineering makes use of waste space — lends the sleek 
handsomeness of truly functional design. Revolvodor may be 
installed in just 114 hours time in new construction. 

Made of the finest materials — available to fit any space 
situation. As a dealer, you will find profit and fast turnover 
in handling Revolvodors. 


Revolvodor Dealerships open in 
Where space is a problem certain areas —write for information. 
it’s Revolvodor for 
¢ wardrobes 
¢ buffet bars 
personal bars 
¢ kitchen cabinets 


PROFITS. in ATTICS 


Tell your custom- 
3 ers how easy it is 
to have extra 
space with 


WEL-BILT 


REVOLVOQDOR corrorarion 


1520 E. Slausow Ave., Los Angeles 11, Calif. 








FOLD-A-WAY 
STAIRWAY 


In old or new homes, attics are 





easily converted into valuable 
storage space, extra bedroom or 
playroom for the children. 


Wel-Bilt Fold-A-Way Stairways 
X\ are time-tested, safe, reliable, eco- 
A nomical. Come assembled, ready 
to install. Easy to operate. 


Well Built of 
sturdy Idaho 
White Pine. 
Strong, effi- 
cient, safe. 
Lasts a lifetime. 


Send today for 








complete information. 








SOLD BY LEADING DISTRIBUTORS FROM COAST TO COAST 


MANUFACTURED BY 
THE WEL-BILT PRODUCTS COMPANY 
P.O. BOX NO.95 ¢ MEMPHIS, TENNESSEE 
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R-V-Lite Advertising Kit 


This new advertising material 
for R-V-Lite all-purpose window 
materials is packaged in a large 
envelope with complete directions 
for. most efficient application and 
use. printed on its face. One of the 
most attractive pieces in the mer- 
chandising kit is the 54” x 15” 
store banner, printed on an actual 


strip of transparent R-V-Lite. This ' bd 


forms a demonstration of R-V- = 
Lite’s featured advantages of Sens 
transparency, flexibility and light 
transmission, and serves as a per- 
manent selling display without ob- 
structing light or visibility. An- 
other new idea is the assortment 
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“A little neglect 
may breed 
a great mischief.’’ 


—Ben Franklin's Almanac, 1757 


Inefficiency and waste lay taxes with << 
a heavier hand than Ye Collector of & 
Internal Revenue. If thee get rid of 
the former, thee may better bear 


the latter. 
—Acme Steel Notebook, 1951 


Now, more than ever, it will pay you to take special heed 
of your packaging, shipping, and materials handling 
operations. 

For right now, the demand for Acme Steelstrap and 
Acme Silverstitch Wire far exceeds the available supply. 
Increased civilian consumption and increased military 
needs make it impossible for Acme Steel to meet all the 
needs of our more than 50,000 customers. 

To make the best use of the supply of Acme Steel 
products available to you, let your Acme Steel repre- 
sentative work with you on ways to increase efficiency 
and minimize waste. Let him show you how to keep 
your tools and equipment in shape and on the job. 

There are no shortages in Acme Steel’s experience or 
ingenuity, or in our willingness to help you—the way we 
have helped our customers solve their problems in the 
past 71 years. 

Reference material on Acme Steel products and services 
is available on request. 


ACME STEEL COMPANY 
Dept. AL-91, 2838 Archer Avenue, Chicago 8, Illinois 


We have 4] service offices in the United States and Canada. 
If one is not listed in your telephone directory, write us. 







5 things you can do to keep 
your Acme Steel Strapping 
Tools on the job: 


1, Clean and oil every week. 

2. Check and clean gripping dogs 
weekly. Replace when teeth are 
worn, 


3, Detect worn punches and jaws 
early by checking sealed joints 
regularly. If in doubt, submit 
samples, identified by model and 
serial number, to Customer 
Service Department, Acme Steel 
Company. 

4, Keep parts list and supply of 

spare parts handy to make minor 

repairs. Additional parts lists 
supplied upon request. 

Ask us about the Acme Steel 

“3-WAY SERVICE PLAN” for 

equipment repairs. 





ACME STEELSTRAP flat steel strapping and ACME UNIT- 
LOAD carload bracing BAND, SEALS and TOOLS ‘@ ACME 
SILVERSTITCHERS and ACME SILVERSTITCH WIRE for box 
stitching @ ACME-MORRISON METAL STITCHERS and 
BOOK STITCHERS @ ACME-CHAMPION BAG STITCHERS 
@ ACME HOT AND COLD ROLLED STRIP STEEL @ ACME 


GALVA-BOND steel slat stock for Venetian blinds @ 


Our strapping exhibit at The 
Chicago Museum of Science 
and Industry is visited each 
year by more than a million 
people. Have you seen it yet? 
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ACME STEEL SPECIALTIES, including hoops, corrugated 
fasteners, nail-on strapping and other container rein- 
forcements @ ACME STEEL ACCESSORIES—snips, cutters, 
punches, tool mounts, reel stands, coil holders, coil trays. 





of die-cut, self-sticking signs. No 
adhesives, tacks or tape are re. 
quired for posting. The kit algo 
contains a large, colorful counter 
card which suggests R-V-Lite for 
year round use and duplicates the 
same message on a window poster 
for dual impact. Since the purpose 
of the kit is to tie in R-V-Lite’s 
radio and publication advertising at 
the point of sale, a supply of color- 
ful folders for consumer distriby- 
tion is also included. Write Arvey 
Corporation, R-V- Lite Division, 
Dept. AL, 3462 N. Kimball Ave., 
Chicago 18, IIl. 





INSECTICIDE 
PAINT 


THE PAINT THAT KILLS 
ticenses DOC OS PATENT ww 22308 


INSECTICIDE PAINT COMPANY 


PEORIA, ILLINOIS 





Decorative Insecticide 


Insecticide Paint Company re- 
ports that Kill-Kote is a modern 
oil type flat wall paint with a dual 
function: to beautify and to kill 
insects. It is odorless and easy to 
apply, covering in one coat, and 
adaptable to all interior surfaces. 
The bulletin, “One Coat Kills,” 
illustrates the six attractive pastel 
shades available, and the product 
may be ordered in clear and black 
screen type as well. The insecticide 
paint is durable, washable, odorless, 
and harmless to humans, animals 
and fowl. Write for bulletin to In- 
secticide Paint Company, Dept. AL, 
318-20 South Washington St., 
Peoria, IIl. 


Wood Conversion Sales Kits 


Dealers all over the country are 
being offered a “one-package” ad- 
vertising and display kit to be used 
for promotional tie-in with national 
Nu-Wood and Balsam-Wool adver- 
tising, it was recently announced 
by J. D. Fischer, building: products 
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I ) 
Wholesale Willwork Distributors 


Look Into THIS! 


Limited Number 

FRANCHISES 

AVAILABLE 

authorizing you 

to use A.R.B. Metal 
1 Jamb Members 

in your 

unit windows 





“Floating Action” unsurpassed sales feature. Eliminates 
any possibility sash sticking in humid weather. Simple 
spring-tension setscrew adjustment permits home owner 
to adjust snugness of fit as desired for maximum 
weather-tightness, without binding. 


No balances required, and the sash are removable with 
ease. Manufacturing and assembly cost low. 


For further data, write 








A.R.B. window SALES co. 


306 E. State Fair Ave., 
Dept. AL, Detroit 3, Mich. 











"ALUMINUM 
THRESHOLDS 


HOMEOWNERS 















NATIONAL GUARD 
Thresholds and 
Door Bottoms 


Correct Design—Quality 
Materials — Precision 
Manufacture . . . that's 
why National Guard can 
be counted on for posi- 
tive weathertight protec- 
tion—and lasting custo- 
mer satisfaction. 

See your jobber or write 
direct for catalog showing 


complete range of weather- 
strip products. 


DOOR BOTTOMS 


No. 300-B Brass and Felt 
No. 300-Z Zinc and Felt 


= 
Sram 


NATIONAL GUARD PRODUCTS, Inc. 


P. O. Box 1520 e¢ Memphis 1, Tenn. 


540 Jackson Ave. °@ 


BuILpINnc Propucts MERCHANDISER 








litewag 


ALL COPPER 
LANTERNS 


Simplify your inventory, 
and ordering with a com- 
plete line of all Copper 
Lanterns and Aluminum 
Lamp Posts from one 
source. 













oa The Newport 
verall Height 24° 
Square 13" 

Ship. Wot. 14 Ibs. 
= The Mayfair 
verall Height 20° 

Square 1044" 

Ship. Wg?. 10 Ibs. 
_ The omadhieg 
verall Height 17* 


Square 9* 
Ship. Wot. 8 Ibs. 





Rust Proof Permanent 


Furnished 
with 
adapters 
3", 34" 


or 4" 


Use with 
any make 
lantern 


POSTS 
ALP-], (Adjustable), 814 
feet, Base Dia. 5", Top 
Dia. 4", Ship. Wot. 17 Ibs. 
P-2, (Adjustable), 814 
eet, Base Dia. 4", Top 
Dia. 3", Ship. Wot. 11 Ibs. 
ae 8Y, feet, Base Dia. 
", Top Dia. 3", Ship. 
Wot. 9 Ibs. 











Send for a catalog and price list 


SiuainsBrtige 


NEW BRITAIN, CONN. 
FOR MORE 


RB ack 
ut per, me = ~ ¢eR® 
RECOMMEND et ye 

e par? . 





to ventilate sidewalls 
and prevent condensation 
and moisture blistering. 
Thenew “LD” series Midget 
Louvers are especially 
designed for inside venti- 
lation or on the outside 
where structural charac- 
teristics shield the face’ of 
the Louver. from the 
elements.” 


All-aluminum “Midget” 
Louvers come in 5 conveni- 
ent sizes — 1, 2", 242", 
3” and 4”. 





Jo ea neem enn pew nn wee enn ene ee emer eens eaten aean= 





“MIDGET” LOUVER CO. 


6-8 WALL STREET 


NORWALK,” CONNECTICUT 
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sales manager of the Wood Con- 
version Company, St. Paul. In one 
of the most extensive sales cam- 
paigns in years, dealers may obtain 
a packet containing full color coun- 
ter cards, wall and window posters, 
direct mail pieces, envelope enclo- 
sures, and counter booklets, plus 
room plan sheets and ad mats for 
local advertising to tie in with full 
page color remodeling ads appear- 
ing in Better Homes & Gardens, 
American Home, Household and 
Successful Farming magazines. As 
each new “room-idea” advertise- 
ment appears in the magazines, a 
completely new promotional kit is 
mailed to the dealers requesting 
them. The kit contains a return 
card which enables the dealer to 
reorder more of the literature as 
needed. For Kits, Write Wood Con- 
version Company, Dept. AL, First 
National Bank Building, St. Paul 
1, Minn. 


SEND FOR THESE: 


A new 96-page catalog of special 
interest to builders is available from 
Stanley Electric Tools, division of 
The Stanley Works. It gives full de- 
scriptive information on the complete 
Stanley line of portable electric tools 
for working in wood or metal. In- 
cluded are such typical items as Stan- 
ley Safety Saws, electric planes, port- 
able routers, tool sharpening grinders, 
electric drills, and many others. A 
number of these tools are brand-new 
models. Write Stanley Electric Tools, 


Dept. AL, 300 Myrtle St., New Britain, 
Conn. 


Allegheny “Steelband” strapping, 
seals, tensioners, sealers, and acces- 
sories are illustrated and described 
in a six-page folder published by Al- 
legheny Steel Band Company. “Steel- 
band” products are used for banding 
all types of packages, bales, boxes, 
bundles, and pallets. Write Allegheny 
Steel Band Company, Dept. AL, Box 
716, Pittsburgh 30, Pa. 


“Plastic Surfaced Plywood” is a cat- 
alog folder which describes the types 
of plastic surfaced Douglas fir ply- 
wood, properties of the overlay panels 
and some of the countless applications 
in building and industry. Also in- 
cluded are recommendations for use 
of the new premium-surface panel 
material which combines all the de- 
sirable properties of fir plywood and 
plastics. Write Douglas Fir Plywood 
Association, Dept. AL, Tacoma 2, 
Wash. 


Meet the Toughest, Smoothest 
Workman in the Business is the title 
of a mailing piece just issued by 
Georgia-Pacific Plywood on its plastic- 
surfaced plywood, known as GPX. 
The attractive, colored folder explains 
the many uses to which the product 
is put, justifies its claim for tough- 
ness and smoothness by illustrating 
installations and finish, and gives 
specifications. Write Georgia-Pacific 
Plywood Company, Dept. AL, 602 
North Capitol Way, Olympia, Wash. 


A new 96-page 1952 catalog is an- 
nounced by the Goldblatt Tool Com- 
pany. A table of contents listing 
items by craft use simplifies use of 





the catalog by dealers not completely 
familiar with this specialized line of 
hardware. An index helps the dealer 
still more; here tool and equipment 
entries are listed alphabetically by 
both correct and popular names. The 
catalog will first be seen at the Na. 
tional Hardware Show in New York 
(October 8-12) where the Goldblatt 
Tool Company will exhibit its line of 
masonry tools. Write to the Goldblatt 
Tool Company, Dept. AL, 1924 Wal. 
nut St., Kansas City 8, Mo. 


Where to Use Western Red Cedar 
Lumber, is a new 16-page species book 
just published by the West Coast Lum- 
bermen’s Association. Many uses of 
this wood, noted for its durability and 
beauty, are described in detail. In. 
cluded is a grade use guide for the 
more generally used items. The pro- 
fusely illustrated booklet is printed in 
two colors, in the popular 844” x 11” 
size. Write West Coast Lumbermen’s 
Association, Dept. AL, 1410 S.W. Mor- 
rison, Portland 5, Ore. 


“To Receiver of Stop-Over or Mul- 
tiple Load Car” is a diagram-chart 
distributed as a service to carload 
buyers and shippers by Aetna Ply- 
wood and Veneer Company. It illus- 
trates four methods of loading and 
dressing down plywood in railroad 
cars and trailer trucks. The well- 
known pool car or stop-over stock can 
be protected by the use of these four 
simple methods of loading a full car, 
restocking a partly filled car and 
dressing down the plywood in the final 
less-than-carload lot for further ship- 
ment. For copy, write to Aetna Ply- 
wood & Veneer Company, Dept. AL, 
1732 Elston, Chicago 22, Ill. 
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Write, Wire or Phone. 


SOUTHERN PINE 








Since 1893 * 


S¥. Lovis 1, Mo. * 


242 


Stop and take a good hard look at the W. T. Ferguson in- 
voice above dated March 1894! Although the figures have 
changed considerably since that day—the quality and manu- 
facture of Ferguson lumber have constantly improved. 


For prompt dependable service on your lumber 
needs—you need look no further than Ferguson. 


SOUTHERN HARDWOODS e WEST COAST WOODS 


W. T. FERGUSON LUMBER CO. 





Phone: Chestnut 8646 
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The Job at Hand... 


i) Lumber To Back Up Our Fighting Men Is 
The First Order Of Business At Our Mills 


_ Much of our current production is mov- 
ing out on Government requisitions. 


Until our United Nations job is finished 
we will divide the balance of our pro- 
duction among our regular customers 
who are doing essential civilian work. 


THERE IS NO LET DOWN IN 
OUR QUALITY-PRECISION 
MANUFACTURE AND KILN 
DRYING 


The Ralph L. 


/ 
L/' T 
y/ 


Lumber Company 


Mills: Anderson and Canby, California 
Sales Office: Anderson, California 
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i HOSPITALS * INDUSTRIAL * COMMERCIAL 
Dy RESIDENTIAL * CONSTRUCTION ... 


Get the MOST for 
Your Building $$’s 


ONLY PULLMAN 


2% SASH BALANCES 
GIVE YOU ALL THESE FEATURES 


1. PERFECT BALANCE.. 


balanced. 


2. EFFORTLESS ACTION... 


windows raise easily. 


3. LOW COST, EASY INSTALLATION .. . use 
regular pre-fabricated windows . . . a minimum of 
on-the-job carpentry work. 


4. LIFETIME GUARANTEE ... 
guaranteed against imperfect 
workmanship or materials for 
the lifetime of the building in 
which they are installed. 


WRITE FOR LITERATURE 


SCHOOLS 


. window weight absolutely 


no weight to lift. . 
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(MOLDS almost like magic ic 


Make the Hammer = 
Test a 





Drive Screw Nails 


Flooring — Pallets 
Masonry — Etc. 
Hardened or Regular Steel—All Sizes 


Drives Like Any Ordinary Nail 
Turns and Holds Like a Screw 


Write — Free — Samples 
and Price List 
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NAIL & WIRE FABRICATORS, INC. 
1311 Nostrand Ave., Brooklyn 26, N. Y. 














EXCLUSIVE 
Kadiant (ladea 
4 | ad it ah 


Rear 


cutaway 
view shows 
blades 
Sy ON 
y ON 


more metal 
heat-radiating 
surfaces 
at no extra cost 


Ss 


i we 


Majestic 
CIRCULATOR FIREPLACE 


FITS ANY MANTEL ® WILL NOT SMOKE 


You add “extra-profit’” values 
far more than its modest cost 
when you install this complete 
fireplace inner unit. You save 
labor, materials, too. Inquire. 


The Majestic Co., 
303-B Erie St., Huntington, Ind. 


COOL AIR 





Also makers of Outdoor Fireplace units. Write today. 


BuItpING Propucts MERCHANDISER 


SELL SOL-O-LITE 


WINDOW 
MATERIALS 





PLASTIC STORM DOOR AND WINDOW COVERINGS—Comes 
complete, ready to install. You get 36” x 72” sheet of clear 
plastic with framing strips. Non-inflammable. Cleans with 
damp cloth. $1.00 Per Window, Kit Complete, Ready to Install. 
Large size—36" x 78”—$1.08 per window. 


SOL-O-LITE—Extra Heavy—Wax Cloth—Retail Price 56c per sq. yd. 
GLAZ-FABRIK—Wax Cloth—High Grade—Retail Pric¢e 43c per sq. yd. 
NU-V-GLASS—Transparent—Laminated—Retail Price 64c per sq. yd. 


GLAZ-SCREEN—10 Mesh—Bright Galvanized Wire—Plastic Coated—Re- 
tail Price 13'/2c per sq. ft. 


GLAZ-SCREEN—14 Mesh—Galvanized Wire—Plastic Coated—Retail Price 
17c per sq. ft 


Manufacturing Co. 


4301 W. North Avenue 
Chicago 39, Illinois 





PIONEERS OF 26 YEARS PRODUCING WINDOW MATERIAL 
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ite Trim has 


the look of 
quality ... it is 


igh quality, 
0, yet prices 
est! 


When you think of sliding doors 
remember Adams-Rite can supply 
the proper trim from a cup pull 


to a completely 


modern lock. 


You'll especially admire our lock 


. . . It installs as a 


single assem: 


bly even in narrow stiles by a 
simple cut-out, no mortise. Three 
types fit all doors from 114” to 2” 
in thickness. Adaptable to doors 
of either hand with deadlock 
either side and emergency un- 
locking feature opposite. For 


maximum security, 


pin tumbler 


cylinder operation in the escutch- 
eon is optional. Escutcheon meas- 


ures 414” x 27%”. 
A variety of stand- 
ard finishes avail- 
able on all Adams- 
Rite items. 








WRITE NOW FOR 
YOUR CATALOG 


ADAMS-RITE 


MANUTAGTU 


HAG OO 
} ALP 
RIVE. GLENDALE 4 














NAMES IN THE NEWS 


18 Building Materials Firms 
Win Awards for 1950 Reports 


From the 5,000 corporation annual 
reports for 1950 rated in the Eleventh 
Annual Survey, conducted by Weston 
Smith of Financial World, 18 build- 
ing material companies have quali- 
fied for “Highest Merit” citations: 
Amer. Encaustic Tiling 
E. L. Bruce Co. 
Empire Millwork Corp. 
Flintkote Co. 
General Refractories Co. 
Gladding, McBean & Co. 
Glen-Gery Shale Brick 
Gypsum Lime & Alabastine 
Harbison-Walker 
Johns-Manville Corp. 
Long-Bell Lumber Corp. 
M. & N. Woodworking 
Masonite Corp. 
National Gypsum Co. 
Pabeo Products 
Ruberoid Co. 
Tilo Roofing Co. 
Weyerhaeuser Timber 

The stockholder reports of these 








companies have thus become candi- 
dates for the final judging, and one 
will be selected for a “Best of In- 
dustry” award and presented with a 
bronze “Oscar of Industry” at the 
Financial World Annual _ Report 
Awards Banquet on October 29, 1951, 
in the Grand Ballroom of the Hote] 
Statler in New York. A year ago 
the 1949 annual report of The Flint- 
kote Company won the trophy for the 
best report in this industrial classi- 
fication. 


The independent board of judges in 
this year’s competition is headed by 
Carman G. Blough, C.P.A., research 
director of the American Institute of 
Accountants; Denny Griswold, pub- 
lisher of Public Relations News; EI- 
mer C. Walzer, financial editor of the 
United Press; Guy Fry, past presi- 
dent of the National Society of art 
directors; and Dr. Pierre R. Bretey, 
president of the National Federation 
of Financial Analysts Societies, who 
is being assisted by twenty of the top 
analysts of the New York Society of 
Security Analysts. 





Great Lakes Carbon Claims Production Record 


Great Lakes ig 3 
Carbon Corpora- 
tion, manufactur- 
ers of Permalite 
brand perlite, 
claim to have set 
an industry rec- 
ord for any one 
manufactur- 
er. The com- 
pany’s Linden, 
N. J. plant, said 
to be the second 
largest perlite 
processing plant 
in the world, pro- 
duced its two 
millionth 4-cu.-ft. 
bag of Permalite 
in July. 

Official records 
for the perlite 
industry, recent- 
ly released by 
the Perlite Institute, show that pro- 
duction in the last two and one-half 
years of operation, has increased over 
400% and is maintaining a sharp in- 
cline upward. This is very much the 
same trend for Permalite, the com- 
pany reports. While only a few bags 
were made in the pilot plant at Tor- 
rance, California four years ago, 
when Permalite was first manufac- 
tured on a commercial scale, today’s 
production is geared to the increasing 
market demand. ; 

Since its introduction, Permalite 
has found an ever-expanding market 
as a basic building material. In this 
field, Permalite is mainly used as a 
substitute for sand in plaster and 
concrete. For these uses, Permalite 
has three advantageous properties: 
excellent insulation, unusually high 
fire-retardency and _ exceptionally 
light weight. ' 

Today with the critical steel short- 
age, Permalite is contributing greatly 


2 000 000" Bag 


Permalite 







FRED BROSE, operations manager, 
Perlite Division (left), congratulates 
Donald H. Gott, general sales man- 
ager, Building Products Sales. 


to the defense effort by helping to 
conserve structural steel. In a multi- 
story building, the use of Permalite 
in concrete and plaster can account 
for as much as an 80% saving in dead 
load, and most of the saving will be 
in structural steel. The product 1s 
manufactured to the most rigid speci- 
fications. All plaster aggregate for 
example, meets the specification of 
the Perlite Institute and of the Un- 
derwriters’ Laboratories Re-examina- 
tion Service, and every bag is 80 
marked. Two types of concrete ag- 
gregate are produced at present, 
heavy density and light density, both 
subject to just as rigid quality con- 
trol procedures. 
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National Gypsum New Mill 
Nears Completion 


The structure of National Gypsum 
Company’s new paper mill at Pryor, 
Okla., is about 75% complete, ac- 
cording to Paul Dumas, National’s 
resident manager. Completion of the 
building is expected in October, with 
machinery installation to be com- 
pleted by December. Steel erection on 
the plant began June 1, and*construc- 
tion of the 125,000 square foot struc- 
ture has progressed ahead of sched- 
ule in spite of bad weather and equip- 
ment and material shortages, Mr. 
Dumas said. The steel, concrete and 
tile building will incorporate modern 
employe facilities. 

National Gypsum has three other 
paper mills, all of which serve the 
company’s eastern plants. The new 
mill, planned to integrate western 
operations, will supply National’s 
gypsum board plants at Fort Dodge, 
Iowa, Rotan, Tex., and the recently- 
completed plant at Medicine Lodge, 
Kan. The Pryor mill, designed by Na- 
tional’s own engineering staff, will 
produce a special paper liner used in 
the manufacture of fireproof gypsum 
board products, including gypsum 
lath, wallboard and exterior sheath- 
ing. 


Fairfield Clarifies Name 


Fairfield Engineering Co., Marion, 
Ohio, producers of coal and material 
handling equipment, wishes it known 
that it is in no way related to or con- 
nected with a company of the same 
name in Detroit. The latter, a defense 
contractor, was recently cited in con- 
gressional investigation for making 
employe loans to an Army tank cen- 
ter. 


Trio Form New Lumber Firm 


Nearly 100 years of lumber experi- 
ence and know-how were recently 
pooled under one roof when Tom G. 
Ross, Al E. Hollivet, and Dennis Gil- 
christ formed the Angelus Fir & Pine 
Sales Company, offering choice Med- 
ford, Ore. pine and fir products to 
retail yards and lumber dealers in 
California, Nevada, Arizona, New 
Mexico, and Texas. The new company, 
operating out of brand new offices in 
the Boothe Building, 475 Huntington 
Dr., San Marino, will specialize in 
direct shipments, mixed cars or 
straight, and wholesale delivery in 
truckload lots. Mr. Gilchrist will be 
in charge of sales for the company. 
He has a background of 16 years in 
the lumber sales field. 

The mill at Medford is one of the 
newest and best equipped on the Pa- 
cific Coast. Erected at a cost exceed- 
Ing $1,000,000, it covers 25 acres of 
ground. Over 400 persons are em- 
ployed in this new plant which cur- 
rently cuts over 400,000 feet of fir 
and pine lumber every day. 

Mr. Ross is best known as the 
owner of the Ross Lumber Company, 
= builder of the modern’ Medford 
mill. 

Mr. Hollivet, co-owner of the An- 
gelus-Simmons Hardwood Lumber 
Company, will put in full time locally 
for the new firm. 

The formation of the Angelus Fir 
& Pine Sales Company marks a re- 
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MACHINES 


The American Floor Sucfocinn Machine Co. 
| §21 So. St. Clair St., Tole 


CO Send 12-page illustrated booklet showing how to make 
money in the floor sander rental business. 


(0 Send latest catalog on the following, without obligation. 
0 Floor Sanders 0) Floor Edgers 0) Floor Maintenance 


°/ “THIS 
RENTAL PLAN 





American gives you a complete plan—and 
a complete kit of merchandising material— 
to help you ring up the utmost EXTRA 
PROFITS in sander rentals today! 

It’s a proven way to PROFIT ... makes 
money 3-Ways for you—through rental 
fees, extra sales of seals, paints, brushes, 
abrasives, etc., and customer goodwill! Paint 
sales have increased up to 20%... and up 
to $12,000 more store volume for hard- 
ware, paint and lumber dealers from coast 
to coast! 

A 12-page booklet tells all about this 
highly successful American Sander Rental 
Plan and shows you how it can make money 
for you. Send for it, without obligation 
...use Coupon, 





© 3, Ohio. 














SEND TODAY! nese 
Name 
| Street 
| City State 
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union for two of the members of this 
new lumber sales firm. Ross and Hol- 
livet worked in the same office to- 
gether over 30 years ago. 


Plywood, Inc. Opens 
Denver Branch 


Plywood, Inc., of Detroit, recently 
extended its facilities to the Rocky 
Mountains, opening a Denver branch 
office and warehouse at 5101 Colo- 
rado Blvd. under the name Plywood- 
Denver. The new branch, the com- 
pany’s 14th, stocks a full line of 
hardwood and softwood plywood and 
kindred products. In charge of Ply- 
wood-Denver is Donald MacAlonan, 
for the past three years a member of 
the Plywood-Detroit sales staff. 

The Plywood-Denver building, just 
completed, is designed for accommo- 
dation of a large inventory, and for 
fast, efficient movement of stock. Its 
12,000 square feet of space are all on 
one floor. Modern mechanical han- 
dling equipment makes for full util- 
ization of extra space provided by 
high ceilings. There are also ample 
loading facilities for customers’ 
trucks. 

Plywood-Denver increases to 14 the 
number of Plywood, Inc., warehouse 
branches maintained in this country. 
The others are in Chicago, Cleveland, 
Detroit, Grand Rapids, Houston, Los 
Angeles, Oklahoma City, San Antonio, 
San Francisco, Tacoma, Tulsa, Van- 
couver, and Dayton, the last-named 
having recently moved to a new build- 
ing after outgrowing its former quar- 
ters. 





UNUSUAL TREATMENT OF STONE and wood provides advanced acoustical 
Cork walls in the sales conference room give more opportunity for 
visual displays. The New York Wire Cloth Co. building was designed by H. B, 
Purdy, architect, and S. L. Stockmar, associate. 


qualities. 


Wire Cloth Has New Building 


The New York Wire Cloth Com- 
pany, New Canaan, Conn., has moved 
into its own modern 2-story office 
building at 63 Park St., according to 
Louis D. Root, Jr., president. The 
company’s general offices had been in 
New York. 

The exterior of the fireproof build- 
ing is Colonial to accord with the 
residential district to which it is ad- 
jacent. Entirely fireproof in con- 
struction, the 8000-square-foot build- 


ing offers a number of unusual fa- 
cilities, including dumb waiters from 
the mail room, a kitchenette and a 
sun deck for the use of employes, 
glass panels which permit light to 
reach corridors through offices which 
are nevertheless opaque from the out- 
side, low tension wiring and a com- 
bination air-conditioning and_air- 
cooling system. 

The 59-year-old company has 
three plants in York, Pa., manufac- 
tures wire cloth and in addition to 
roll screening, markets the relatively 
new Durall aluminum tension screen. 














OPERATING TWO MILLS PRODUCING « «eee. 


Thoroughly seasoned, well manufactured stocks graded on Idaho White Pine rules. 
Immediate information on stocks available for quick shipment. 


See your wholesaler or broker or write us for name of representative nearest you. 


35 EAST WACKER DRIVE 
CHICAGO 1, ILLINOIS 


FRANKLIN 2-0052 





TELETYPE CG-1370 

















ARTHUR V. CHARSHEE & SON 


Wholesale Distributors of 


Lumber & Timber Products 
818 GORSUCH AVENUE 
BALTIMORE 18, MARYLAND 


Telephone — HOPKINS 7700 
TELEPRINTER—BA 144 WESTERN UNION TELEPRINTER 
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TAKE THE GAMBLE 


CUPPLES COMPANY, st. Louis 2 





OUT OF ROOFING 





There is no risk in roofing with 
SCREWTITE ALUMINUM NAILS 
clamping that roof down! Pat- 
ented screw shanks hold nail in, 
~ roof on--in any weather! Neo- 
*prene washer seals nail holes 
against the roughest rain! 
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WAN MEETS THE <O* 


wes e *\How-ell-dor” sec- 
—_ & &~—s tional Ups weep garage 
, doors have long been 
recognized for their 
attractive design, solid _ 
construction and 
"“years-ahead" engi-  . 
neering. a 





Dealers also know “How-ell-dors” have quick 
action: quick opening and closing, and quick delivery 
and sales turnover. Join the growing number of dealers 
who are quick to see both sides of the “How-ell-dor” 
profit picture. - 


@ There are 22 stock sizes of residen- as fe 
tial and commercial “How-ell-dors’’. Write for Mp 
~f / 


Special sizes and designs made FREE ie 
to order. CATALOG 2. 4 


THE HOWELL MANUFACTURING CC 


7200 Hasbrook Avenue, Philadelphia 11, Pa. 

















NORTHERN 
WHITE PINE 


NORWAY 





RAINY LAKE LUMBER CO. Ltd. 


2020 Chicege Title & Trust Bidg.. CHICAGO 2, ILL. 
Selling the Predects of J. A. Mathiew, Ltd., Rainy Leke, Onf. 
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HURTSBORU 
LUMBER COMPANY 


MANUFACTURERS 


Short Leaf Pine 


AND 


Hardwood Lumber 
Boards Our Specially 


WE MAKE POPLAR BEVEL SIDING 
AND RESAW PINE AND HARDWOOD 


PHONE 148 
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Hits! 
The HURTSHORD 














Manufacturers of 
HIGH GRADE END MATCHED 


OAK FLOORING 


in 25/32in. 1/2in. 
Moulding Pine Finish @ We are in a position to Ship Oak 


God MOORING EL 
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Flooring and Air Dried Yellow Pine Boards 
in the Same Car 


Phone 129 





Plant at HURTSBORO, ALABAMA e 








... from BETTER MILLS 
MANUFACTURERS ¢ WHOLESALERS 


PONDEROSA PINE 
DOUGLAS FIR SPRUCE 
YELLOW PINE 
BAND MILLS KILNS PLANING MILLS 


OREGON 
NORTH CAROLINA 


30 CHURCH ST., NEW YORK 8, N. Y. 
_, Phone WOrth 4-6363 





VIRGINIA 
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when you sell 


EZ-WAY 


FOLDING STAIRWAYS 




















Get your share of the remodeling market! 
Builders and home owners alike find EZ-WAY 
Folding Stairways the practical way to con- 
vert waste space into attractive dens, play- 
rooms, bedrooms and storerooms . . . the 

rfect answer to more room for livin 

Z-WAY Folding Stairways come complete : 
assembled, jamb included, panel attached for 
easy installation. 


WRITE FOR NAME OF NEAREST DISTRIBUTOR! 


EZ-WAY SALES, Inc. 


SOX ico, DFPT i ST. PAUL PARK, MINNESOTA 













Manufacturers of 


RED CEDAR 
SIDING 


SHINGLES 


The brand to rely on for quality. 


Distributed through the whole- 
sale trade exclusively. 








Thurston-Flavelle Ltd. 


Port Moody, B. C., Canada 
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ARCHITECT’S DRAWING of the new Asbestone plant on St. Cyr Road, St. 
Louis. This modern factory will produce Asbestone siding and roofing products. 


Asbestone Opens New Branch 


As part of its planned extension 
program, the Asbestone Corporation, 
New Orleans, La., recently opened a 
new branch plant in St. Louis. Built 
at a cost of approximately $1,000,000, 
the new plant on St. Cyr Road will 
first go into production of Asbestone 
siding shingles and wallboard. A full 
line of roofing shingles will also be 
available for shipment. Asbestone ex- 
ecutives believe the biggest share of 
the company’s future volume lies in 
this residential field. Current residen- 
tial sales are running 35% over last 
year and seem to be leveling off at 
this rate. In the full line of Asbestone 
asbestos-cement building materials, 
siding shingles now account for 
about 59% of production. 

Other Asbestone products include 
corrugated roofing and siding sheets 
and utility and flexible asbestos-ce- 
ment wallboard. 

The expansion of the 30-year old 
company to St. Louis is the most re- 
cent in a series of production and 
merchandising tactics planned by As- 
bestone president, Clifford F. Favrot, 
and vice-president Paul G. Charbon- 





ASBESTONE OFFICIALS reading left 


to right: Paul G. Charbonnet, vice- 
president; Harold W. Davis, general 
sales manager; Clifford F. Favrot, 
president. 


net. During its early years the com- 
pany manufactured only corrugated 
roofing and siding. In 1938 production 
of roofing and siding shingles for res- 
idential construction was begun along 
with asbestos-cement wallboard. Since 
the time that the company entered 
this field sales have grown from 
$358,000 annually to $7,500,000 for 
fiscal 1951. 





Mahoney Named Chairman 
of Chicagoland Festival 


Directors of the Home and Home 
Furnishings Council of Chicagoland 
recently completed final plans for the 
5th annual Chicagoland Home and 
Home Furnishings Festival, to be 
held from September 16 through Oc- 
tober 7, and named James F. Maho- 
ney, vice-president of the Edward 
Hines Lumber Co., chairman of the 
Festival public relations committee. 

Approximately 80 new homes, 
many of them furnished for the 
event by Chicago and suburban re- 
tailers, will be exhibited throughout 
the Festival, sponsored annually by 
the Home and Home Furnishings 
Council with the cooperation of the 
Chicago Tribune. 

Mr. Mahoney and his committee 


will seek to enlist the co-operation of 
Mayor Kennelly of Chicago and the 
mayors of suburban communities 
where houses will be displayed. They 
also will supervise installation of uni- 
form identifying signs at all Festival 
homes, and direct placement of more 
than 2,000 directional finders along 
main traffic routes to guide motorists 
to the Festival homes. 

An additional feature this year will 
be distribution of automobile stickers 
to visitors at each home calling at- 
tention to the fact that they have 
participated in the Homes Festival. 
An estimated million persons visited 
the homes on display last year; wide- 
spread interest in new features of 
home construction indicates an even 
larger attendance this year, accord- 
ing to M. C. Huggett, executive vice- 

resident of the Chicago Metropolitan 

ome Builders association. 
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PROFITABLE FOR YOU 


and your customers, too! 















SISALKRAFT . . . profitable to SELL, profitable to USE . ” PROTECTIVE PAPERS 


saves money, time and labor in its many protective uses in con- 
struction and on the farm. Preferred by contractors and farm- 
ers for its strength and dependable protection against weather. FOR MANY CONSTRUCTION and FARM USES 


SISALATION .. . effective insulation and vapor-barrier com- 
bined . . . low in cost, economical to apply ... a “best seller” 
all year ’round. 


For free display posters, folders and sales aids, write Dept. 4L-9. 








THE SISALKRAFT CO., W. Wacker Dr., Chicago 6, Ill. 


New York 17, N. Y. San Francisco 5, Calif. 
MANUFACTURERS OF SISALKRAFT, oaiiuieidis COPPER ARMORED SISALKRAFT 


CARL E. SODERBERG LUMBER COMPANY, INC. 


bang 4 Starry 1120 Old National Bank Building Phone: Temple 1448 
Pres. & Gen. Mgr. Spokane 1, Wash. Teletype: SP-175 
Manufacturers and Wholesalers 


SPECIALIZING IN PONDEROSA PINE 
Idaho White Pine, Spruce, Fir and Larch and Inland Empire White Fir 


Kiln Dried and Air Dried from Idaho, Montana, Washington, Oregon and 
California Mills 


Send us your inquiries 























INCREASE YOUR PROFIT 


33% with the 
"TOWER" 27" EDGER 








po 
nciasti ing 


By fat the strongest edger of its size built, yet it is neither clumsy 
nor heavy. This machine will do away with all edging on the main 
saw thereby producing MORE and BETTER lumber per log. Available 
with either Roller or Ball Bearings. Write us today for prices. 


THE R. J. TOWER IRON WORKS, GREENVILLE, —‘over'c0".c:; — MICH. - 


PONDEROSA PINE 


morua High Altitude, Soft Textured Growth 


po 














Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 
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NATIONALLY ADVERTISED 


Brown’s SUPERCEDAR is nation- 
ally advertised in House and 
Garden, House Beautiful 
and Small Homes Guide. 
Cedar closets help sell 
homes—help rent 
apartments 















’ ALL WIDTHS 
40’ TO PKG. 


PACKAGED { 


Brown's sealed pack- 
age protects the aroma 
and makes it easy to stock 

and sell at a good profit. 
Ready for use—dressed, tongue 
and grooved and end matched. 
Write for builders folder and 
consumer booklet. 


Product of 


GEO. C. BROWN & CO., Inc. 


GREENSBORO, N. C. Established 1896 


Largest Manufacturers of 





Aromatic Red Cedar in the world 


Bene Ge See eee 
LINOLEUM PASTE THAT MEANS 


EXTRA PROFITS 


Caras > 
eS ss 


TIGER-GRIP 
LINOLEUM PASTE 


More spread per 
gallon (20 yards or 
more) . . . smooth- 
er body ...easy to 
spread ...no dis- 
agreeable odor... no presetting neces- 
sary ...mever gummy or tacky. 


LINOLEUM TROWEL 
Spring steel, correctly 
serrated for proper 
spreading. Aluminum 
shank, turn-proof han- 
dle, Durable, light- 
weight. 





CONSUMERS 
WATERPROOF CEMENT 


Ideal companion for 
Tiger-Grip. Where damp- 
ness exists —sink tops, 
baths, lavoratories, for 
closing seams, etc. 





Order from your wholesaler. 


CONSUMERS GLUE CO. 


1S1S N. HADLEY ST $T. LOUIS 6. MO 
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New Z-Crete Methods Discussed at Annual Convention 


A demonstration of the Blo-Crete 
method of applying concrete by ma- 
chine, and discussion of developments 
in the Z-Crete method of cast-in- 
place, monolithic pipe insulation, high- 
lighted the recent second annual con- 
vention of licensed Z-Crete applica- 
tors held in Kansas City, Mo. 

At sessions presided over by D. C. 
Goff, manager of the Z-Crete division 
of the Zonolite Company, Chicago, 
more than 70 delegates welcomed 
three new applicators to the organi- 
zation: Kelley Asbestos company, 
Webster and Sons, Ltd., and Arm- 


strong Cork company, recently as- 
signed sales territories. 

The use of Z-Crete by heating con- 
tractors was described by Elliott L, 
Jacobson, vice-president of Jacobson 
Heating Company. 

Z-Crete is a lightweight, resilient, 
concrete underground pipe insulation 
made of a specially graded and com- 
pounded vermiculite aggregate, port- 
land cement, and liquid waterproofing 
admix. The Zonolite Company pro- 
duces vermiculite, a mica-like min- 
eral, which also is used as a light- 
weight aggregate in other plaster and 
concrete products. 





Sullivan Leaves Formica 
to Organize Own Company 


Frank Sullivan, for the past nine 
years a project engineer with The 
Formica Co., Cincinnati manufactur- 
ers of laminated plastics, has left the 
staff to head his own firm of post- 
forming specialists in Chicago. 

Mr. Sullivan directed the develop- 
ment of post-forming materials, as 
well as techniques and applications in 
the Formica program, and states that 
his new enterprise is the first created 
exclusively for production of post- 
formed thermosetting laminates. The 
process involves flash heating of flat 
laminated plastic sheets until pliable, 
then forming them to desired con- 
tours in a press. 

Items to be produced _ include 
kitchen cabinet and countertop lava- 
tories with coved backsplash, formed 
table tops and window sills, interior 
linings for buses and trains, rounded 
nosings for bars and counters, air- 
craft parts and formed electrical in- 
sulation. Consulting service will also 
be offered. Officers of the new firm, 
known as Frank Sullivan & Co. and 
located at 1644 North Ada St., Chi- 
cago 22, are Sullivan, president, and 
Nathan Marx, secretary-treasurer. 


Bird Doubles Capacity 


Bird & Son, Inc., East Walpole, 
Mass., paper products and building 
materials manufacturer, is spending 
approximately $750,000 to double the 
capacity of its felt mill at Shreve- 
port, La. Production will be increased 
from 60 tons to 120 tons a day. New 
equipment to be installed this fall 
will include Beloit suction primary 
and suction second presses, 18 new 
Beloit 150-lb. pressure driers, 2 chem- 
ipulpers, 1 hydrapulper, and a 30,000- 
lb. Riley boiler. Rust Engineering 
Co., Pittsburgh, has the contract for 


the engineering and installation of 
this equipment. Previous to the start 
of felt manufacture at Shreveport in 
November, 1949, the Rhode Island 
plant of Bird & Son at East Provi- 
dence had supplied all the felt. Bird 
& Son uses felt both as a base for 
asphalt roofing and for hard surface 
floor coverings. 


Frost-Free Owner Contest 


Eight cash prizes of $250 each will 
be awarded to dealers who submit 
the winning letters written by Frost- 
Free refrigerator owners in a letter 
contest that has been announced by 
the Westinghouse Electric Appliance 
Division. Authors of the letters will 
receive a trip to New York and a 
week-end at the Waldorf as guests of 
the company. George H. Meilinger, 
sales manager of the household re- 
frigeration department, pointed out 
that the contest, which ends October 
15, is designed to emphasize to deal- 
ers the importance of the “use-the- 
user” approach to selling. He ex- 
plained that during the contest the 
dealer contacts housewives who have 
purchased Frost-Free refrigerators 
from him. He asks each of them to 
write for him, on forms furnished by 
Westinghouse, a 100-word letter on 
her Frost-Free refrigerator. One copy 
of the letter is used as a local testi- 
monial to supplement the Frost-Free 
Proof Book published earlier by the 
company. 

Letters judged best from each of 
the company’s eight sales districts 
will win for the Frost-Free owner 
who writes it an all-expense trip for 
two persons to New York with meals, 
entertainment, and lodging at the 
Waldorf Astoria Hotel. A winner 
from the immediate New York area 
may select a trip to Miami, Fla., in- 
stead. 
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‘ WITH THE HANDY ARROW ji 
GUN TACKER 
as- These Famous Doors rbre 
. Wanufactured Exclusively by 
son 
im @ iy z | AMERICAN PLYWOOD CORPORATION 
~ Your customers will appreciate the trigger-like speed and NEW LONDON, WISCONSIN 
ing ease of the Arrow Gun Tacker in performing numerous (Chicago Office: 4651 W. Washington Blvd.) 
r0- fastening tasks. It staples insulation materials, . building 
in. paper, wall canvas, roofing felt, screen wire and many 
ht- other materials with equal efficiency. . 7 
and SURE-FIRE SALES COMBINATION » NGF Manufacturere of: 
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CUESI eee Led: THE LOWEST PRICED | ( these MIU-WWAY Sawhorse 


PLANER Brackets get my vote... 


wil THAT’S REALLY PRACTICAL They set up or knock- 


ost- For the small shop, mill or lumber yard that desires to keep equip- 

































tter ment costs to the lowest practical minimum, the BUSS No. 208 is down in’ nothing flat! 

by the perfect answer! It will handle everything within its 20" x8" _ 
nce capacity with speed and accuracy. It has a heavy cast iron base, 
will sectional infeed-roll, ques 
lis chipbreaker, 4 driven rolls, built-in ony ge 
; of knife grinding-jointing attachment, Your customers will like them! 
Ber, wn a oo = lel, Displayed in their handsome two-color counter carton, these 
a neque en gytnte siege tgs NU-WAY Sawhorse Brackets practically sell themselves. 
out in various feed rates, Write for : “iota ee 
yber details. Typical uses are shown and the 1-2-3 simplicity of assembly 
eal- makes a hit. Quality formed steel, zinc-coated, staunchly 
the- riveted—there’s no excess weight—plenty of strength. The 
the price is a sales talk in itself. 
ave 5 
‘ors RETAIL AT 995° ($1.60 West of Rocki 
| to The BUSS line T3D (81.60 west of Rockies) 
| by contai the ideal 

ntains e: 

aa planer for every pro- YOU MAKE MONEY! 
osx ducti t- _ 
-sti- ane ne A be andi NU-WAY Sawhorse Brackets come packed 18 
‘ree cabinet surfacers in pair to the shipping case—one pair in 
the various capacities and 


the No. 55. Double Counter Display Box. Order directly from 











f surface Roughing your jobber or write us for nearest supplier. 
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a BUSS | COMPANY 

in- MACHINE WORKS 8490 Lyndon Ave. @ Detroit 21, Mich. 

238 EIGHTH ST., HOLLAND, 
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James Boden to Serve 
on Millwork Committee 


James G. Boden, vice-president of 
The Malta Manufacturing Company, 
Malta, Ohio, has been named by Price 
Stabilizer Michael V. DiSalle, to serve 
on a newly created millwork industry 
advisory committee. Members of the 
new committee met for the first time 
with OPS officials in Washington, 
D. C., on August 28. 

Mr. Boden is general manager of 
The Malta Manufacturing Company, 
a leading producer of wood window 
and door frames since 1901, and is 
also an officer of The Athens (Ohio) 
Flooring Company, a wholesaler of 
lumber and distributor of building 
products. 


White Motor Appoints 
Sterling Division Heads 


President Rob- 
ert F. Black of 
The. White Motor | 
Company, Cleve- 
land, recently an- 
nounced the elec- 
tion by the board 
of directors of 
William G. Stern- 
berg as vice- 
president in 
charge of the 
Sterling ‘Division, 
with headquar- 
ters at Milwaukee. Mr. Sternberg has 
been president of the Sterling Motor 
Truck Company, which firm has been 
acquired by White and which will be 





W. G. Sternberg 


operated as a division of the com- 
pany. 

Two other appointments to the 
Sterling division were announced by 
Mr. Black. Ernest R. Sternberg has 
been named general manager and 
J. P. Dragin has been appointed vice- 
president in charge of finance of the 
Sterling Division. 

William G. Sternberg started work 
at Sterling in 1904 as a shop fore- 
man and, except for a few months 
spent. with the Mesielbach Motor 
Truck Co., has been associated with 
the company ever since. He was made 
vice-president and general manager 
in 1932 and .became president four 
years later. Ernest R. Sternberg is 
his son. 

Mr. Dragin has been associated 
with White since 1945 at the Cleve- 
land headquarters of the company as 
assistant to the controller. 


COMPANIES ANNOUNCE 


Baird-Naundorf Lumber Co., Spo- 
kane, Wash., has appointed the newly 
organized -firm of Naundorf-Miller 
Sales Company in order to obtain a 
wider sales distribution for its lumber 
and lumber products. The manage- 
ment of the new firm will be the same 
as that of the lumber company, with 
Fred J. Miller as its sales manager. 


Joseph E. Watt was recently ap- 
pointed vice-president of the Union 
Lumber Company of Delaware. He 
will continue headquarters in Chi- 
cago but will be in charge of the com- 
pany’s sales east of the Rocky Moun- 
tains. Mr. Watt is especially well 





known in the field of California req. 
wood. John L. Jones, formerly of the 
company’s Chicago office, has been 
appointed manager of the New York 
office. John B. Gordon, formerly of 
the Northern California sales staff, 
will replace Mr. Jones in Chicago. 


James B. Lynn is advertising man- 
ager of the American Floor Surfac- 
ing Machine Co., Toledo, Ohio. Be- 
fore joining American Floor, he was 
associated with a New York advertis- 
ing agency. In addition, he has owned 
and managed an advertising art busi- 
ness in Cleveland; and has served as 
retail merchandiser for an oil com- 
pany. In May, 1950, Mr. Lynn re- 
ceived the national award of first prize 
for his work in advertising in a com- 
petition sponsored by a large manu- 
facturer. There were 7,500 entries 
in this competition. He will handle 
campaigns for the company’s com- 
plete lines of floor sanders, floor 
maintenance machines, belt sanders, 
disc sanders, portable power saws 
and floor finishes. 


A. W. Miller, president of Port- 
able Electric Tools, Inc., Chicago, IIl., 
has announced three new appoint- 
ments to company executive posts. 
E. P. Wilmsen, formerly a supervisor 
in the tax department of Lybrand 
Ross Bros. & Montgomery, Chicago, 
was named controller. Wm. C. Mac- 
Lean, of the law firm of Zimmerman 
& Norman, Chicago, was made secre- 
tary to the company. W. C. Hay, 
formerly manager in the operations 
division of Marshall Field & Com- 
pany, Chicago, was selected as man- 
ager of the service and traffic de- 





WHY WASTE $ movine RR CARS 


BY YESTERDAY’S METHODS ! 





Takes only one man— 
any man — with a 
SILENT HOIST Electric- 
Driven Capstan Car 
Puller, to move 1 to 20 
cars bulging with build- 
ing supplies! No groan- 
ing, no sweating, no 
back-breaking...no in- 
juries, no truck break- 
downs, no downtime 
losses! Engineered to 
work in the worst 
weather, heat, or cold, 
it serves for years and 


years without oiling or other attention... and it 
costs so little! You'll be amazed how it boosts 
production and profits. You'll wonder how you 
ever got along without it. Join the hundreds of 

















HILL-BEHAN 


users who swear by the SILENT HOIST Car Puller. 
Write today for Bulletin No. 64A. 














SILENT HOIST & CRANE CO., 86063rd ST., BROOKLYN 20,N.Y. 


252 


LUMBER CO. 


5601 Elston Avenue 


CHICAGO 30, ILLINOIS 
ROdney 3-4160 « Teletype CC-1464 


6515 Page Avenue 


ST. LOUIS 14, MISSOURI * 
vial Figen! 
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>KROMATIC-RED CEDAR CLOSET LINING 
Soe PROMPT SHIPMENT 


Dependable, uniform quality. Full 3 8” thick, 21 2”, 31 2” and 41 2” 
widths, center-matched and end-matched. Use either side. Packed in 
heavy kraft paper and taped te insure easy handling, random lengths 
nested in 8’ bundles—40 board feet to the bundle. When desired, shipped 


IN MIXED CARS WITH 


Solid White Ash Paneling Solid Philippine Mahogany Paneling 
Sclid Red Cypress Paneling Kiln Dried Yellow Pine Shed Stock 


Write for Aromatic Red Cedar folder. 
“It's Quality That Counts” 


Robert 0. Foerster Lumber Co., Inc. 


Box 6012 Phone 2-3642 Jacksonville, Florida 
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partment. Portable Electric Tools, 
Inc., manufactures a line of portable 
electric tools for the home workshop, 
farm, and industry. 


Henry G. Reents was_ recently 
named superintendent of the plywood 
manufacturing department of The 
Long-Bell Lumber Company at Weed, 
Calif. Mr. Reents took over the duties 
of A. J. Myers, who had been pro- 
moted to superintendent of plywood 
manufacture for Long-Bell. Before 
taking over his new duties, Mr. Reents 
served as assistant superintendent of 
the Weed plywood operation. J. T. 
Dohrn was appointed to fill the assist- 
ant superintendency of the plywood 
plant formerly held by Reents. 


WAGNER 
GARAGE DOORS 


heéhie or 
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"“ROLLEZY" 

AND "GLIDEOVER"—A wide range of over- 
head models and sizes from 8' x 6' 6” to 
24' x 24' to meet all residential and com- 
mercial requirements. 

"AUTOMATIC 

ELECTRIC DOORMAN"—Push-button oper- 
ator for opening and closing ANY make of 
sectional overhead and most one-piece doors. 
WAGNER ALSO MAKES—Saw horse trestles, 
scaffold, roof, and folding ladder brackets 
and hardware specialties. Ask for Bulletins. 


Wagner Manufacturing Co. 


Box AL-51, Cedar Falls, lowa 





OBITUARIES 


DEAN JOHN- 
SON, 57, and his 
brother E. E. 
Johnson, 53, were 
killed in the 
tragic United Air 
Lines plane crash 
near Oakland on 
August 24. They 
were sons of the 
late C. D. John- 
son, who came to 
Oregon in 1920 
and founded the 
Cc. D. Johnson 
Lumber Company 
at Toledo, Ore., 
one of the larg- 
est plants of its 
kind on the Oregon coast and employ- 
ing more than 600 men. 

Dean Johnson was president of the 
C. D. Johnson Farming Company and 
sales engineer of the American Steel 
Foundries, both Ohio enterprises, be- 
fore going to Oregon. He served 
overseas with the Army in World 
War I and won the Distinguished 
Service Medal for gallant conduct in 
combat. He had been president of the 
West Coast Lumbermen’s Associa- 
tion in 1945 and a director of the Na- 
tional Association of Manufacturers 
in 1946, was president of the C. D. 
Johnson Lumber Company. 





ERNEST E. 
JOHNSON, 
vice - president 
and sales man- 
ager, entered the 
company at the 
time of its incor- 
poration. The nu- 
cleus of the To- 
ledo plant was 
the United States 
Spruce Produc- 
tion Corporation 
mill, built in 
1918 to turn out 
spruce for World 
War I air fleets. 
Reports indicate that a twist of fate 
led to the brothers’ deaths, as they 
obtained passage on the _ ill-fated 
plane after being unable to proceed 
direct to Portland, wishing to reach 
there in time for a house-warming 
party given by their close friend 
Frank N. Belgrano Jr., president of 
the Portland First National Bank. 














WOODARD WALKER BOWEN, INC. 


- SHREVEPORT, LOUISIANA 











BAND-SAWN 
Southern Pine, Hardwoods, 


_ Cypress, Oak Flooring 


THE BEST OF THE LOG — FOR THE BEST OAK FLOORING 
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J. WESLEY ACCOLA, Denver 
lumberman, died July 15. Born at La 
Grange, Mo., he went to Denver at 
an early age and entered the em- 
ploy of the Hallack and Howard Lum- 
ber Co. where he eventually became 
sales manager. He left Hallack and 
Howard to go into the retail lumber 
business by purchasing the Beach 
Lumber Company of Denver. Mr. Ac- 
cola was president of the Mountain 
States Lumber Dealers Association 
in 19438, following years of service as 
a director. 


JOHN E. SPIEGEL, 60, died at the 
home of his brother ‘‘Wim” in Bir. 
mingham, Mich., after a two-month 
illness. He had been associated with 
the Restrick Lumber Company of 
Detroit, and was noted as an outstand- 
ing athlete. In 1913 and 1914, he won 
all-America acclaim as a football back- 
field star at Washington & Jefferson 
College. “Al,” as he was affectionately 
known throughout the industry, turned 
to handball long after his college days 
and was a winner in state circles with 
his brother Stan, later won the Na- 
tional AAU doubles with Herman 
Dworman. 


FRED D. ABELL, 93, president of 
the Palmetier and Abell Lumber Co., 
died Sunday, July 1 at Waukesha, 
Wis. The tall; gray haired gentleman 
had seen Waukesha grow up from the 
village it was in 1892 when he started 
his retail lumber’ business’ with 
Charles Palmetier there. 

Abell took an active part in his 
business until about a year ago, when 
he stopped his daily visits to the 
office to lead a more leisurely life at 
the Avalon hotel where he resided. 
He was president of the Retail Lum- 
bermens Mutual Insurance Company 
from 1930 to 1937 at which time he 
was appointed Chairman of the Board, 
which position he held until the time 
of his death. His firm has been a 
member of the Wisconsin Retail Lum- 
bermens Association since it was es- 
tablished. 


ARTHUR J. HENDERLONG, 59, 
died August 25 in Tomahawk, Wis. 
He was president and general man- 
ager of the Henderlong Lumber Com- 
pany in Crown Point, Ind. 


HARRY K. LANGE, 73, retired 
vice-president of Western Mineral 
Products Co., Zonolite-vermiculite 
processors, Minneapolis, died August 
21. He had joined Western Mineral 
as advertising manager shortly after 
the company was organized in 1936 
and became vice-president in 1946. 
He was also publicity director of Ver- 
miculite Institute, Chicago, until his 
retirement in 1949. Mr. Lange had 
‘an active personal acquaintance with 
retail lumber dealers in the midwest, 
and was a well-known writer in the 
trade magazine field. He wrote fac- 
tual monthly columns for several 
magazines in the lumber and building 
material field, as well as scores of 
authoritative articles. He received na- 
tional recognition for some of the 
consumer sales letters he originated, 
such as the “penny” and “circular” 
letters. One of his letters appears as 
a model in a current college text 
book. He has been featured in Sales 
Management for his promotional 
ideas. 
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Here’s bargain priced 


MAPLE FLOORING 


For home owners and builders who seek low 
cost flooring, our UTILITY GRADE MAPLE is the | 
answer! A real bargain for attic or rumpus | 
| 
| 





rooms; base for carpeting, tile, or linoleum; 
warehouse floors. All can be done at half the 
cost with this grade! The price is so low that 
you'll pick up lots of quick sales! Write or wire 
for stock and price list—or telephone Houghton 
(Michigan) 852 and place your order imme- 
diately. 


HORNER FLOORING COMPANY 


215 Maple Ave. Dollar Bay, Mich. 


TOR MER 


Mardwood Flooring 





the oldest 
name in 




















there's money in 
Seal 
Casy-To-hande, 


Profitable 





3 Stops Rot a dT 
American Lumber 
& Treating Co. 


1671 McCormick Blidg., Chicago 4, Ill. 


White for the Profit- 


bui.ding Merchandising 
Pian for selling Wolman- 
ized* _Pressure-Treated 
Lumber—no * 

obliga i-n. 





Branch Offices in Boston, New York, Baltimore, 
Jacksonville, Fla., Little Rock, Ark., Los Angeles, 
San Francisco and Portland, Ore. 


*Wolmanized is a registered trademark 
of American Lumber & Treating Co. 





@ Ponderosa Pine 
@ Sugar Pine 

@ Douglas Fir 

@ White Fir 


With completion of the new band mill, planing mill 
and dry kilns of our subsidiary, Southern Oregon 
Planing Mill Co. Inc., we’re in better position than 
ever to serve buyers. 


Shipping over 5 million feet per month of ff 
Ponderosa Pine, Sugar Pine, Douglas Fir 
and White Fir. 


Consult us on your needs. 









SAT Di 


ROGUE LUMBER SALES CO. 


P. O. Box 707, Medford, Oregon 
Phone: Central Point, Oregon 1091 
Exclusive Sales Agents for 
Southern Oregon Planing Mill Co., Inc. 
Jackson Creek Lumber Company, Inc. 
Reputable Sales Representatives Throughout the Nation 
H. G. Dowson A. W. Lingaas 
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ALL-PURPOSE BUILDING PAPER 


Give your customers more for their building 
dollar. Sell them LEATHERBACK .. . the long- 
fibre asphalt impregnated building paper. Costs 
far less than the standard |5 Ib. felt . .. yet 
it's stronger, lighter in weight, and much easier 
to handle and install. Full 500 sq. ft. roll 
weighs only 25 Ibs. Also available in Handi- 
Farm rolls 36'' x 225 sq. ft. An exceptionall 

tough breather type sheet. Meets Federa 
Class D_ specifications. Ideal over wall 

and roof sheathing and sub-flooring and as 
sub-grade cover under concrete _ floors. 
Write for Leatherback All-Purpose Building 
Paper Folder 10! and name of nearest dis- 
tributor. Distributors for Leatherback now 
apnointed from coast to coast. 


—_s 


IVE PAPERS, I 
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BUILDING A STAIRWAY 
TO THE "STARS" 
(Continued from page 202) 

the idea blossoms make him 
think it originated with him. 
(This is one of the surest 
strategies in climbing the lad- 
der of success). 

5. Be generous and honest 
with praise and appreciation. 
We all like a little flattery that 
is not apparent. 

6. Put yourself in his place. 
Get around on his side of the 
table. Try to think of what he 
is thinking as opposed to what 
he might be saying. Treat him 
as you would like to be treated 
if the selling situation were re- 
versed. 

7. Put him ‘‘behind the 
wheel.” Set him down conversa- 
tionally in the middle of his en- 
joyment of what you have to 
sell. 

8. Cultivate his friendship. 
Friendship is the basis of the 
confidence that will lead to the 
close. 

9. Tactfully let him know 
what you expect of him and 
he’ll usually come through. 

10. Finally adopt his evident 
need to your purpose and leave 


him with a strong sense of his 
good buymanship and good 
judgment. 

It must be constantly kept in 
mind that people are individ- 
uals—no two are alike—no two 
have exactly the same inter- 
ests, ideas, ideals and aspira- 
tions. In establishing interest in 
the other fellow, therefore, each 
sale requires an individual ap- 
proach. 

It is important to handle the 
“little,” “simple,” inexperi- 
enced prospect with great care 
to convince him of your inter- 
est. The “big” man of wide ex- 
perience will sense your inter- 
est quickly. It is a good rule 
never to underestimate a pros- 
pect’s appetite or intelligence 
and never over-estimate his in- 
formation. 

The greatest investment we 
can make in life and living is 
to be sincerely interested in 
serving and helping other peo- 
ple. It is the beginning and end 
of successful selling as well as 
a happy life. 

But we must have more than 
Intelligence and Interest in 
others. For superior perform- 
ance we require the ability to 





engender in others the enthusi- 
asm for our proposition we hold 
ourselves. That quality is the 
third of our ingredients for suc. 
cess—Infectiousness. 





WI. INFECTIOUSNESS 
Infectiousness in selling might 
be defined as the contagion of 
enthusiasm. But it is more than 
that—it is the projection of a 
radiant, charming, dynamic and 
inspiring personality. 
Personality is that which 
makes us individuals. It is the 
reflection, as it appears to 
others, of our individual reac- 
tions to all our thoughts and 
experiences in life up to the 
moment of appraisal. Its most 
important characteristic and 
greatest asset is that it may be 
consciously changed for the bet- 
ter! All of us are changing our 
personalities every day. Every 
new thought and feeling and ac- 


















HOW TO 
FIGURE 
HEAT LOSS 
EASILY 


coal? gas? oil? 


insulation? 


@ How much will it cost to heat my home with 


@ What size stoker will | need? 

@ What size burner should | buy? 

@ How big a heater is required? 

@ What will | save wsing different types of 


@ What will storm windows save me? 
Copyrights in U.S.A. and Canada 





- ps oo 


= bat ed 


The SLIDE-A-FOLD 


Disappearing Attic Stairway 
A htmndy, practical and LOW COST 


way to reach the valuable storage 
space of the attic. 


COMPLETELY ASSEMBLED 
EASY TO INSTALL 
























quick answers to these questions and 
many others with the Climatemaker Heat Loss Cal- 
culator. Figures b.t.u. loss per room; warm air heat- 
ing—c.f.m, required; pipe area, pipe & stack size 
blower & burner size; sq. ft. steam or hot water 
radiation. Residential heating only. Book tells use 
in easy steps. Send $15 cash, check or money 
order. Order from: Climatemaker, Dept. 202 
Box 378 Bloomington, Illinois. Clip this ad. 


QUICKLY 
ACCURATELY 








LOOKS GOOD 
SUPERIOR CONSTRUCTION 
a REQUIRES SMALL SPACE 
FOLDER LOW IN Cost! 





Low freight rate Shipping weight 65 lbs. 


CRAIG WOOD PRODUCTS COMPANY 


Brennan Road, Columbus, Georgia 























YOU CAN SAVE your ad- 
vertising dollars by using 
“Timber-r-r" cartoons in your 
own newspaper ads. These 
cartoons were prepared 
especially for Lumber Yard 
advertising. Mats of 104 car- 
toons in both | and 2 column 
sizes now ready. Write to 











LIL-AD FEATURES, 


RFD 3, Santa Ana, Calif. 


"| still think it would be better to 
buy our lumber already cut!"' 
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AUTOMATIC 
G Anus ¢t 


TANNEWITZ 


for Swing Saws 


S AV t q $30 to $52 & MONTH 
IN LUMBER AND LABOR 


30 Days Free Trial 


ORDER NOW OR SEND FOR 
CIRCULAR 


TANNEWITZ WORKS 


GRAND RAPIOS 
alk Gall ] 


<a 
Sa kx 


DEPT. 4 
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LISTEN! 


TO BUILDERS 
PRAISE the Beauty 


USE OUR 
MIXED CAR 
SERVICE 














OAK FLOORING 
LUMBER CO. 


ALABAMA 





W. T. 


CHAPMAN 





67 YEARS OF MANUFACTURING YELLOW PINE AND HARDWOODS 










—-——-— 


Service 
That 
Satisfies 


For over 30 years we have been delivering 
dependable quality Western Pines and asso- 
ciated species to customers. , 


Tell us your needs — and let us demonstrate 
how well we can serve you. 





SPOKANE 10, 
Phone: Main 5617 
Mills Located: 





Darby, Mont. 








D. M. McCLintock LumBER Co. 


Terminal Sales Building, 
PORTLAND 5, OREGON 
Telephone: Atwater 9355 


Douglas Fir @® Red Cedar 
Sitka Spruce & Hemlock Lumber 
Shingles 


Exclusive Mill Agents 






















THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 











Mount Vernon Brand is unex- 
celled for quality — precision 
manufactured from select South- 
ern Hardwood stock in our own 
modern flooring plant. 


OAK 
& 


BEECH 
* 


PECAN 







Also kiln dried 
hardwoods. Mod- 
ern kiln —— and 
planing mill facili- 
ties. 





MT. VERNON, ALABAMA 
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tivity that we have contributes 
to the change. 

We have mentioned three 
types of minds—the dynamic, 
static, and negative. There are 
also three types of personali- 
ties. It is not unusual for the 
first, second, or third type of 
personality to be found accom- 
panying the similar type of 
mind. 

The personality types are (1) 
magnetic, (2) neutral, and (3) 
repellent. The magnetic per- 
sonality is radiant, charming, 
gracious, tolerant, friendly, 
generous, energetic, enthusi- 
astic and infectious. An infec- 
tious personality sells itself 
without seeming effort. The 
neutral personality is colorless, 
uninteresting, bleak, barren, 
unexpressive, apathetic — in 
short what is known as a bore. 

Regardless of any character- 
istics of a neutral or repellent 
personality, which may be cur- 
rently present, anyone who is 
willing to pay the price can 
literally grow a radiant, mag- 
netic, and infectious personal- 
ity. 

An infectious personality is 
within every one’s capacity. 


Growing an infectious person- 
ality is largely a matter of de- 
veloping enthusiasm, optimism, 
friendliness, a service attitude 
and a sense of humor. The 
secret is to forget yourself in 
your enthusiasm for helping 
other people. It is go-giving in- 
stead of go-getting. 

Someone has said quite truth- 
fully that every sale is based 
on 15% facts and 85% emotion. 
The successful salesman, then, 
will develop favorable emotions 
by having an infectious person- 
ality that reflects love of job, 
love of product, love of com- 
pany, love of customer and love 
of service. 

The measure of your infecti- 
ousness in selling will be the ex- 
tent of your ability to forget 
yourself in your enthusiasm to 
interest and serve your pros- 
pects and customers. 

Some tested ways of develop- 
ing infectiousness in selling fol- 
lows: 

1. Poke a little fun at your- 
self. Get a laugh at your own 
expense. 

2. Have a sincere modesty 
and humility. Play yourself 
down while building the other 


fellow up. 

3. Treat the other fellow g 
if he belongs to your own family, 
fraternity or club. 

4. Be a good listener. Have 
a warm-hearted sympathy for 
your prospect’s troubles and: 
problems. * 

5. Do something for your. 
prospect that has nothing to 
do with your regular service,’ 
Put yourself out to be of help} 
to him. . 

6. Practice sportsmanship in ~ 
competition. The golden rule ~ 
works here too! j 

7. Be sincere. Any trace of” 
insincerity is instantly detected | 
by your customer—and that’s ~ 
one sales resistance he’ll never 
voice. 4 

8. Relax and be good com. — 
pany. 

9. ‘Really like people. j 

With Infectiousness, Intelli- 7 
gence, and Interest, we are a - 
long way on the road to suc. 
cessful selling and living but a 
fourth attribute must be added 
to make the first three effective. | 
Without Initiative the first | 
three will fail. 


Watch for other points in succeed- 4 
ing issues of American Lumberman. 








For bin ding 
LUMBER, LO 
Holds load firm- 
ly. Strongest . 
forged steel 
throughout . ee 
easiest to use 
* « « most prace 
tical and effec. 
tive. Three 
sizes. Write for 
circular and full 
information. 


the market. 
Write for Catalog 





Evart, Mich. 


American coute swive: Load Binder 


THE ORIGINAL ALL STEEL 
(Goodyear Pattern) 


“American” line of Logging Tools and Appliances is the best on 


AMERICAN LOGGING TOOL CO. 





ELIMINATE SPLIT SIDING 
By Using Kokomo Korners 


Corners for bevel wood siding © 
made of aluminum—can't rust, rot 
or deteriorate. So constructed as 
to eliminate splitting of siding. 
Two small nails are furnished with 
each corner and holes provided to 
fasten bottom by nailing through 
base of corner into lower edge of 
siding board. Top nails are con- 
cealed by next course of siding. | 
Available for 6", 8" and 10” © 
siding. P 


BUGHER MANUFACTURING CO. 
211 South Main Street, Kokomo, Ind. 




















(A oe aI 
= Specialists in Oak Floor. ~ 
ing. General wholesal- =| ; 
— = ers of all lumber items. =~ 


Mfrs. of 
Genuine 


= 


GILLIES BROS. & CO. Ltd. 


a BRAESIDE, ONTARIO, CANADA 


WHITE PINE strous, 


Also some Norway and Spruce 


(PINUS 





“E| | AIR-SEASONED — WATER-CURED 
Rough or Dressed 


Contact ds on your 
needs. 





Special. White Pine Dry Short Shorts. 
C.Sel. & B. 4/4 to 8/4, 3”&wider x 16/71”. 
1, 2, 3, 4 Com. 4/4 to 8/4, 3”&wider x 13/71”. 


Sawmills — Braeside and Temagami, Ontario 
1842 Member N-A. W.L.A. 1951 
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